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One  Michigan  newspaper  looked  beneath 
the  surface  of  the  EPA's  river  cleanup. 

For  the  past  two  generations,  residents  living  near  Michigan's  Pine  River  had  been  warned  not 
to  eat  fish  from  the  river  because  of  deadly  chemical  contamination.  So,  when  cleanup  efforts 
began  in  1999,  the  communities  all  along  the  river  became  optimistic  that  soon  the  Pine  River 
would  be  safe  for  fishing,  swimming  and  boating.  Most  people  figured  they  didn't  have  to 
worry  about  the  pollution  any  more,  since  the  cleanup  was  under  the  direction  of  the 
Environmental  Protection  Agency. 

Unfortunately,  it  wasn't  that  simple,  as  the  Midland  Daily  News  discovered  when  it  looked  a 
little  deeper  into  the  issues  surrounding  the  river  project.  Managing  Editor  Ralph  E.  Wirtz 
investigated  the  process  and  the  progress  of  the  Pine  River  cleanup.  He  interviewed  everyone 
from  the  EPA  project  managers  to  state  environmental  officials  to  professors  of  environmental 
science  to  the  local  residents  most  affected  by  the  project.  In  a  comprehensive  series  called 
"Reclaiming  the  River,"  Wirtz  revealed  that  the  problem  of  high  levels  of  DDT  and  PBB  in  the 
river  sediment  and  in  the  fish  baffled  even  the  experts. 

Readers  also  learned  that  for  the  first  year  of  the  cleanup,  the  water 
being  treated  and  released  back  into  the  Pine  River  was  more 
contaminated  than  before.  That  problem  has  now  been  corrected, 
and  the  riverside  communities  are  keeping  pressure  on  the  EPA  to 
complete  the  job  it  started.  The  cleanup  is  now  going  into  its  third 
year,  but  the  issues  that  cloud  the  success  of  the  project  are  not  yet 
resolved.  Creating  awareness  about  the  state  of  the  environment  and 
informing  residents  how  they  can  have  a  positive  impact  is  one  more 
way  Hearst  Newspapers  enrich  readers'  lives  every  day. 
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graphics.  Publications  encountered  no 
problems  or  delays  in  accessing  these  sites 
or  downloading  files  from  our  databases. 

As  soon  as  we  heard  about  the  attacks, 
Webmaster  Alex  Sian  tweaked  the  servers 
for  maximum  load.  One  client  recorded 
more  than  a  quarter  of  a  million  raw 
connections  the  day  of  the  attacks  and  a 
similar  number  the  next  day  as  publica¬ 
tions  used  the  Web  to  browse  and  preview 
the  photo,  graphic,  and  text  reports 
before  downloading  thousands  of  files. 

We  think  the  Internet  technologv’  more 
than  proved  itself  as  an  outstanding 
distribution  tool  for  the  media  even 
under  extreme  conditions. 

JAMES  F.  WIECK 
CHAIRMAN  AND  CEO 
Wieck  Media  Senices 
Addison,  Texas 


OH,  THE  IRONY.  In  THE  “HOT  TyPE” 
section  of  your  Jan.  7  issue 
[p.  21],  you  call  The  Trentonians 
accurate  coverage  of  Danny  Glover’s 
Princeton  University  speech  “sensational” 
and  also  feature  Miami  Herald  columnist 
Carl  Hiaasen’s  quote  ridiculing  the 
fast-growing  Fox  News  Channel. 

If  you  had  tried,  you  couldn’t  have  pro¬ 
vided  two  better  examples  of  the  media’s 
liberal  arrogance  that  Nat  Hentoff 
criticizes  in  the  “-30-”  section  of  the  same 
issue  [“The  other  diversity,”  p.  22]. 

JON  C.  HAM 
DIRECTOR  OF  DIGITAL  PUBLISHING 
The  Herald-Sun 
Durham,  N.C. 


1READ  WITH  INTEREST  YOUR  STORIES 

about  the  problems  encountered  by 
news  Web  sites  immediately 
following  the  terrorist  attacks  in  New 
York  and  outside  Washington  Sept.  11 
[Wayne  Robins’  “The  Web  fails  its  first 
big  test,”  E^P,  Sept.  17,  P-  4,  and  Steve 
Outing’s  “Attacks’  Lessons  for  News  Web 
Sites,”  E&P  Online,  Sept.  19]. 

Contrasting  with  those  problems  is  the 
ease  and  speed  with  w'hich  the  Web 
enabled  publications  around  the  world 
to  preview  and  purchase  photos  and 
graphics  from  our  various  clients  — 
photos  and  graphics  that  were  available 
almost  immediately  and  kept  flowing  in 
real  time  throughout  the  week. 

We  manage  and  maintain  three  media 
Web  sites  that  distribute  syndicate,  news¬ 
service,  and  agency  text,  photos,  and 


^  ^  HERE  ARE  NOW  SEVEN  TV 

I  stations  broadcasting 
.iL  regularly  scheduled 
newscasts  in  the  countiy’s  second-largest 
market ...  ”  [“Market  Profile:  Los 
Angeles,”  Oct.  22,  p.  19,]. 

That’s  a  line  for  your  "50  Years  Ago” 
section  of  two  years  and  four  months  ago, 
referring  back  to  September  1949. 

Today  there  are  12  English-language 
and  five  Spanish-language  TV’  stations 
that  qualify,  and  there  are  regular  TV’ 
newscasts  in  other  languages,  as  w  ell. 

Los  Angeles  also  has  newspapers  in 
languages  other  than  English  and 
Spanish,  including  two  prosperous 
Korean-language  dailies. 

THOMAS  D.  BRATTER 
Los  Angeles 
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50  YEARS  AGO 


Park  Row,  a  romantic  history  of 
the  birth  of  modern  journalism, 
has  been  on  the  planning  boards 
since  1936. 


weekly  home-delivery  price, 
while  holding  the  line  at  5  cents 
a  copy  for  street  sales,  won 
applause  at  a  session  of  the  New 
York  State  Publishers  Association 
in  Rochester  Jan.  15. 


JAN.  19.  1952: 

The  cameras  will  start  to  grind 
Jan.  21  on  what  Sam  Fuller,  once 
a  copy  runner  for  Arthur  Brisbane, 
insists  will  be  the  first  “real” 
motion  picture  about  newspapers. 
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BEN  STILLER,  ACTOR 


Join  Us  Every  Sunday  In 


AConversalionWiUiAierita" 


Each  week,  PARADE  engages  in  A  Conversation  With  America^”  reaching  more  than  75  million  readers  through  our 
unique  brand  of  inforyn^tive,  engaging  journalism  and  world-famous  expert  advice.  To  have  a  conversation  about  newspapers, 
call  HOWARD  HOFFMAN  at  (212)450-7215  or  e-mail  howard  hoffman@parade.com. 
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Industry  veteran 
Mike  Proebstle, 
who  led  The  San 
Diego  Union-Tribune 
on  a  circulation 
growth  track  in  the 
1990s,  is  about  to 
tackle  what  may  be 
his  biggest  challenge 
yet:  the  complex  and 
competitive  news¬ 
paper  market  of 
Philadelphia. 

Proebstle,  45,  on 
Friday  was  named 
vice  president  of 
circulation  for 
Philadelphia  News¬ 
papers  Inc.  (PNI), 
publisher  of  that  city’s 
two  major  dailies, 
starting  Feb.  4. 

The  position  was 
last  held  by  Barry 
Berg,  who  left  in 
October  for  The  Paint 
Beach  Post  in  West 
Palm  Beach.  Fla. 

With  PNI  parent 
Knight  Bidder  pledg¬ 
ing  to  increase  circu¬ 
lation  at  all  its  papers 
this  year,  Proebstle 
has  his  work  ahead  of 
him:  the  circ  slide 
has  been  especially 
steep  in  Philly.  “I  do 
know  there’s  an  ex¬ 
pectation  for  growth,” 
Proebstle  said.  “I 


affect  the  workplace  practices  of  thousands  of 
workers  they  employ  to  load  preprints  into  insert¬ 
ing  machines,  edit  copy  at  computer  work¬ 
stations,  and  hoist  bundles  into  delivery  trucks. 
Last  year,  Congress  canceled  a  600-page  set  of 
OSHA  regulations,  implemented  in  the  final 
weeks  of  the  Clinton  administration,  that  w'ould 
have  covered  \irtually  every'  general-interest 
daily  and  weekly  paper  in  America. 

As  an  industry',  newspapers  have  a  rate  of 
workplace  injuries  and  illnesses  that  is  “well 
below”  the  average  of  U.S.  businesses,  La^e  said. 
He  also  portrayed  an  OSHA  still  try'ing  to  escape 
its  rigid  past,  which  led  to  such  baffling  measures 
as  a  requirement  for  “split-front” 
toilet  seats:  “In  the  early 
1970s,  we  made  a  lot  of 
errors  —  and  we’re  still 
paying  for  it.” 

Despite  OSHA’s 


NAA  environmental-services  manager 
says  the  administration’s  new  policy 
may  turn  out  to  be  no  policy  at  all 


BY  MARK  FITZGERALD 

PHOENIX 

SECRETARY  OF  LaBOR  ElAINE  L.  ChAO  WILL 
soon  decide  whether  to  issue  new  rules  on 
workplace  ergonomics,  a  Labor  Department 
representative  said  Wednesday.  The  same  day, 
however,  a  leading  newspaper-industry  environ¬ 
mental  expert  said  that  his  information  suggests 
Chao  has  already  decided  not  to  issue  any  regula¬ 
tions  in  the  controversial  area. 

Donald  Hensel,  manager  of  environmental  serv¬ 
ices  for  the  Newspaper  Association  of  Ajnerica,  said 
at  its  technology  SuperConference  here  that  sources 
within  the  Occupational  Safety  and  Health  Admin¬ 
istration  (OSHA)  have  told  NAA  that  “the  new 
ergonomics  policy  is  going  to  be  that  there  is  no 
ergonomics  policy.” 

But  R.  Davis  Layne,  the  deputy  assistant  sec¬ 
retary  of  labor  for  OSHA,  told  the  same  gathering 
that  Chao  has  not  yet  reached  a  decision  on 
ergonomics  —  but  will  very  soon.  “The  approach 
Secretary  Chao  is  taking  to  any  regulation  is  that 
they  be  incentive- 
...  flexible  ... 
and  realistic,”  Layne 
said. 

Newspapers  have 
an  enormous  stake 
in  the  shape  of  er- 
regula- 
tions,  which  could 
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don't  have  any 
illusions  about  that.” 


-  LUCIA  MOSES 


NNA  PLANNING 


TO  MAKE  MOVE 


Seeking  to  cut 
costs,  the 


National  Newspaper 
Association  (NNA)  is 
moving  its  headquar¬ 
ters  from  the  high-rent 
Washington  area. 

The  group’s  board 
met  Friday  to  begin 
choosing  from  among 
four  proposals  by  po¬ 
tential  host  organiza¬ 
tions  that  are  mostly 
in  the  Midwest,  said 
interim  CEO  Tonda 
Rush.  NNA  will  be 
leaving  Arlington,  Va., 
a  suburb.  Rush  said. 

NNA,  with  about 
3,400  member 
newspapers,  has  nine 
full-time  employees, 
down  from  20  several 
years  ago.  Three  NNA 
workers  may  stay  in 
Arlington  as  employ¬ 
ees  of  American 
PressWorks,  a  man¬ 
agement  company 
where  Rush  is  a  part¬ 
ner.  Others  aren't 
sure  whether  they’ll 
be  offered  a  transfer. 


TODD  SHIELDS 


Baltimore-based 
Vertis  has  com¬ 
pleted  an  18-month 
effort  to  integrate 
under  the  Vertis 
brand  name  its 
various  advertising 
and  marketing 
services,  including 
TC  Advertising. 

For  the  newspaper 
industry,  the 
evolution  means 


E  &  P  NEWS 


spections  in  2002,  a  slight  increase,  year  over  year. 

One  newspaper  that  got  caught  in  a  surprise  in¬ 
spection  last  year  was  The  Gazette  in  Cedar  Rapids, 
Iowa.  “Our  attitude  towards  enforcement  [of  work- 


Schmitz,  vice  president  of  print  operations  for 
Gazette  Communications.  Ultimately,  Schmitz 
said,  the  paper  was  cited  for  improper  “lock  out/tag 
out”  procedures  while  servicing  a  machine  and 


place  rules]  has  really  changed  as  a  result,”  said  Peg  fined  a  little  more  than  $1,000. 


Countering  the  Page  One  heds 


Companies  take  ads  for  ‘spin’ 


BY  TODD  SHIELDS 

WASHINGTON 


I  RONT  PAGES  LAST 


week  carried 
JL  hair-raising  arti¬ 
cles  about  questionable 
practices  at  accounting 
firm  Andersen. 

F'or  newspaper 
advertising  execu¬ 
tives,  however, 
the  story  peaked 
on  inside  pages, 
where  Andersen 
purchased  ads  i 

to  tell  its  side  of  '• 

the  Enron  Corp.  ; 

audits-gone-bad  • 

scandal.  » 

On  the  West  » 

Coast,  another  “ 

company  S 

jumped  into  a  ~ 

fray  in  a  very-  ™ 

public  way,  as  « 

Pacific  Gas  and 
Electric  Co.  and  ^ 

its  parent  ^ 

PG&ECorp.  ^ 

bought  ads  to 


companies  will  address 
them  directly  to  apolo¬ 
gize  [or]  explain,”  said 
Paul  Holmes,  editor  of 
the  weekly  “Holmes 
Report,”  w'hich  covers 
public  relations.  “It’s  not 


» _  _ _  . 

CcmTMnM 

11  to  oor 


'"tJwndwrt  Smrtof  Joiwi  OwKonh 

M  rtHdptinofy  ocMoo.  ^ '•«‘>wn«na»on»  for  oOdmonol 


following  its  involve¬ 
ment  with  Houston- 
based  Enron,  whose 
directors  voted  Thursday 
to  discharge  it  as  the 
bankrupt  company’s 
auditor.  The  campaign 
expanded  by  the  end 
of  the  week 
with  ads  in 
the  Los 
pRSEN  Angeles 

Times,  the 
Chicago 
Tribune,  the 
Houston 
Chronicle, 
and  TheAri- 
zona  Republic 
in  Phoenix. 


Anbirooo-,  I  ^ 

®®''*‘‘^‘"«t»inl09rttyofourhiTn,|^  A 
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You  deserve  the  truth. 


iTHEj  .T",'”*— ■ 


m., 


criticize  a 

lawsuit  filed  by  ^  ( 
California's  at- 
tomey  general. 

The  fledgling 
campaigns  reflect  a  tru¬ 
ism;  Bad  times  for  com¬ 
panies  can  bring  good 
things  to  life  for  news¬ 
papers,  as  troubled  finns 
buy  space  to  get  their 
messages  out.  The  de¬ 
fensive  stratagem,  hardly 
a  new'  one,  may  be  gain¬ 
ing  in  prominence. 

“I  think  the  public  has 
come  to  expect  that 


necessarily  a  new  phe¬ 
nomenon.  But  I  do  think 
it’s  become  de  rigueur 
over  the  last  year  or  so.” 

Andersen  —  in  fiill- 
page  ads  in  The  Wall 
Street  Journal,  The  New 
York  Times,  and  The 
Washington  Post  on 
Wednesday  —  promised 
“comprehensive 
changes”  in  its  policies 


In  California,  a  PG&E 
Corp.  spokesman  said  its 
ads  appeared  in  the  Los 
Angeles  Times,  the  San 
Francisco  Chronicle, 
and  other  papers  in  the 
state,  as  well  as  The  Wall 
Street  Journal.  The 
full-page  ad  ran  under 
the  headline  ‘Tou 
Deserve  the  Truth.” 

The  phrasing  touches 


on  the  key  reason 
companies  buy  so-called 
issue  advertisements. 
They  want  to  spin  the 
story,  unfiltered  by 
reporters  and  editors  — 
and  uncontested  by  the 
contrary  assessments  of 
antagonists.  But  the  tac¬ 
tic  is  double-edged,  ac¬ 
cording  to  Holmes.  “For 
every  percentage  point 
of  control  you  gain  over 
the  message,  you  lose  a 
percentage  point  of  cred¬ 
ibility,”  Holmes  said. 

The  persuading 
doesn’t  come  cheap.  The 
Wall  Street  JoumaT s 
open-rate  charge  for  a 
fiill  black-and-white 
“  page  in  its  national 
^  edition  is  $167,411. 
Those  who  advertise 
I  in  print  can  also  buy 
I ;  spots  on  the 
I  Journal's  paid-sub¬ 
scription  Web  site, 

I  (http://www'.wsj 
i  .com)  for  “a  minimal 

I  i  cost,”  said  Steve 
I  Howe,  the  Journal's 
I  vice  president  for 
iT '  advertising  sales. 

PG&E  bought  both 
print  and  online  ads  in 
the  Journal. 

“We  see  an  increase  in 
this  type  of  advertising 
during  recessions”  as 
companies  under 
earnings  pressure  seek 
to  explain  poor  results  or 
trumpet  good  news,  said 
Howe.  “But  that  doesn’t 
mean  it’s  a  significant 
and  growing  category.”  H 


' 
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NLRB  fully  briefed  on  carriers 


I  Two  1998  rulings  are  at  issue  as  union 
j  challenges  their  independent  status 


BY  MARK  FITZGERALD 

CHICAGO 

EAL  BEEF  OR  JUST  BALONEY?  St.  JOSEPH 

News-Press  and  Teamsters  Union  Local  460, 
a  case  now  before  the  National  Labor  Rela¬ 
tions  Board,  presents  the  NLRB  with  a  stark  choice: 
Are  newpaper  carriers  at  the  St.  Joseph  (Mo.)  News- 
Press  independent  contractors  like  the  Dial-A-Mat- 
tress  deliverers  in  the  board’s  landmark  1998 
decision?  Or  are  they  employees  who  can  organize 
with  a  union  like  the  Roadway  long-haul  truckers  in 
the  board’s  other  landmark  1998  decision? 

In  the  last  20  years,  newspaper  companies  that  ar¬ 
gued  their  carriers  were  independent  contractors  pre¬ 
vailed  in  each  of  the  eight  cases  that  reached  the 
NLRB.  Confident  that  labor  law  is  on  their  side,  fully 
95%  of  newspapers  treat  their  home-delivery  carriers 
as  independent  contractors,  according  to  New’spaper 
Association  of  America  (NAA)  figures. 

But  this  case  is  the  first  newspaper  test  to  reach  the 
NLRB  since  its  1998  decisions  —  and  it  comes  follow¬ 
ing  a  ruling  by  a  board  administrative  law  judge  that 
the  nearly  400  carriers  at  the  39,772-circulation 
News-Press  are  employees  under  federal  labor  law’. 

The  union  asserts  that,  like  the  Roadway  truckers, 
News-Press  carriers  are  employees  who  cannot  nego¬ 


tiate  changes  to  their  routes,  carry  other  products 
during  deliveiy  times,  or  meaningfully  increase  or  risk 
their  profits.  The  new'spaper  asserts  the  carriers  are 
like  Dial-A-Mattress  independent  contractors  be¬ 
cause,  among  other  things,  they  do  not  fill  out  job  ap¬ 
plications  or  take  mandatory  employee  drug  tests, 
they  get  no  paid  leave,  and  they  are  not  supervised  by 
new'spaper  managers. 

“What  they’re  tiying  to  do  is  to  basically  carv’e  out 
an  exception  for  new  spaper  carriers,”  said  Michael  C. 
Murphy,  staff  counsel  with  the  International  Broth¬ 
erhood  of  Teamsters.  “Our  position  is,  no.  Roadw’ay  is 
the  big  test  that  covers  all  industry.” 

“That’s  baloney.  The  newspaper  industry  isn’t  try¬ 
ing  to  be  an  exception  to  anything,”  said  L.  Michael 
Zinser,  the  Nashville,  Tenn.-based  attorney  repre¬ 
senting  the  News-Press.  The  administrative  law’ judge 
wrongly  ignored  the  Dial-A-Mattress  case  and  the 
many  new’spaper  precedents,  Zinser  said. 

Although  briefs  from  all  parties  have  been  filed,  it’s 
unclear  when  the  NLRB  will  hear  the  case  because 
the  board,  which  awaits  further  appointments,  is 
down  to  just  two  sitting  members. 

The  names  of  those  who  signed  on  to  the  amicus 
curiae  brief  supporting  the  News-Press  reflects  the 
keen  industry  interest  in  the  case:  Knight  Bidder;  Tri¬ 
bune  Co.;  Advance  Publications;  E.W.  Scripps  Co.; 
McClatchy  Co.;  Belo;  North  Jersey  Media  Group  Inc.; 
NAA;  and  the  California  Newspaper  Publishers  Asso¬ 
ciation.  Said  Teamster  attorney  Murphy:  “Everybody 
and  his  uncle  came  out  for  this  one.”  i! 


‘Californian’  climate 
brews  brainstorms 

A  focus  on  the  future  in  Bakersfield 


BY  LUCIA  MOSES 

HILE  MANY 

publishers 
are  preoc¬ 
cupied  with  making  cuts 
to  prop  up  quarterly 
earnings.  The  Bakersfield 
Californian  has  some  of 
its  people  looking  far 
into  the  future. 

The  71,689-circulation 
paper  gave  a  group  of  its 
top  executives  $100,000 
last  year  and  asked  them 


to  come  up  with  ways  to 
save  money  and  make 
money  —  without  the 
pressure  of  turning  a 
quick  profit. 

Virginia  F.  Moor- 
house,  chairman  and 
publisher  of  the  family- 
owned  daily,  created 
the  committee  to  have 
a  unit  (dubbed  Area  51) 
“constantly  looking  out 
for  the  future.” 

A  move  to  electronic 


tear-sheeting  is  starting 
to  cut  costs.  A  soft- 
proofing  system  should 
improve  color  ad  quality 
while  saving  an  estimat¬ 
ed  $13,000  a  year.  And 
an  in-house  process  to 
convert  print  ads  into 
Adobe  portable  docu¬ 
ment  format  files  for  the 
Web  will  generate  new 
revenue  at  a  low  cost: 


Secrets  of 
Area  51 
revealed: 

Soft  proofs 
(like  the 
one  here 
on-screen) 
can  boost 
ad  quality 
and  the 
bottom  line. 

$80  a  week  versus  $650 
a  w’eek  for  vendors. 

Californian  CEO  and 
President  Richard  Beene 
hopes  that  giving  the 
group  creative  freedom 
will  eventually  pay  for 
itself.  “To  survive,  we’re 
convinced  that,  in  the 
longer  term,  we’re  going 
to  have  to  come  up  with 
new  products.”  11 


new  opportunities, 
said  Larry  Saneillo, 
senior  vice  president 
of  newspaper  sales 
and  service. 

Vertis  already  works 
with  more  than  300 
newspapers  —  by 
providing  advertising 
inserts  and  full-color 
comics  and  printing 
locally  edited  Sunday 
magazines.  Saneillo 
hopes  to  introduce 
newspapers  to  other 
Vertis  services, 
including  direct 
marketing,  e-market¬ 
ing,  and  prepress 
capabilities. 

The  company, 
with  $1.9  billion  in 
annual  revenue,  also 
launched  a  new 
Web  site  (http://www 
.vertisinc.com)  that 
illustrates  its  prod¬ 
ucts  and  services. 

-  CARL  SULLIVAN 

AnilAY 
WEEKLY  FOLDS 

After  13  months 
of  publication, 
the  weekly  Seattle 
Gay  Standard  has 
folded,  leaving  the 
28-year-oid  SeaWe 
Gay  News  as  the 
city’s  lone  gay  paper. 

A  report  in  last 
week’s  Internet 
newsletter  “Press 
Pass  Q”  quoted 
Publisher  Michael 
C.  Butler  as  saying 
the  15, (KM)  free- 
distribution  paper 
had  turned  profitable 
in  August,  but 
slumped  severely 
after  Sept.  11. 

Five  full-time 
staffers  lost  jobs 
when  the  paper 
folded.  Butler  could 
not  be  reached. 

-  MARK  FITZGERALD 
r~i 
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FCCTOMEIO 


The  Federal 

Communications 
Commission  (FCC) 
on  Wednesday 
approved  a  reorgani¬ 
zation  aimed  at 
consolidating  some 
of  its  functions. 

The  FCC's  former 
mass  media  and 
cable  services 
bureaus  are  now 
combined  into  the 
media  bureau,  which 
will  handle  the 
pending  review  of  the 
cross-ownership  rule. 
The  regulation  bars 
common  ownership 
of  a  daily  newspaper 
and  a  broadcast 
station  in  the  same 
market. 

-  TODD  SHIELDS 

EX-EDITOR 


Martha  Steffens, . 

ousted  as 
executive  editor  of 
The  Examiner  in  San 
Francisco  in  Decem¬ 
ber  2000  after  less 
than  a  month  on  the 
job,  has  been  named 
the  first  Society  of 
American  Business 
Editors  and  Writers 
chair  in  business  and 
financial  journalism 
at  the  University  of 
Missouri  School  of 
Journalism. 

Steffens,  48,  was 
the  first  top  editor  of 
The  Examiner  under 
the  Fang  family, 
which  took  over  the 
paper  from  the  Hearst 
Corp.  This  month, 
David  Burgin,  who 
succeeded  Steffens, 
also  was  fired. 

-  JOE  STRUPP 


CALENDAR 


FEBRUARY 

6_n  E&P’sl3th 
U  Annual  Inter¬ 
active  Newspapers 
Conference  &  Trade 
Show,  Adweek 
Conferences,  San  Jose 
Convention  Center, 
San  Jose,  Calif. 

91-99  '^^News- 
L  I  LL  paper  Adver¬ 
tising  Conference, 

World  Association 
of  Newspapers,  Le 
Meridien  Beach  Plaza, 
Monte  Carlo,  Monaco 

M  Inland  Key 
Executives 
Conference,  Inland 
Press  Association,  The 
Registry'  Resort  Hotel, 
Naples,  Fla. 

071  SNA  Spring 
LI  I  Publisher’s 
Conference,  Suburban 


Newspapers  of  America, 
Sheraton  Bal  Harbour 
Beach  Resort,  Bal 
Harbour,  Fla. 

90  0  ACP  National 
lO  U  College  News¬ 
paper  Convention, 

Associated  Collegiate 
Press,  Hyatt  Regency 
Ix)s  Angeles,  Los 
Angeles 

MARCH 

7  n  INMACircu- 
I  U  lation  Summit, 

International  News¬ 
paper  Marketing  Asso¬ 
ciation,  Renaissance 
Scottsdale  Resort, 
Scottsdale,  Ariz. 

Minma 

Customer- 
Relationship 
Marketing  Workshop, 
International  News¬ 
paper  Marketing  Asso¬ 


ciation,  Renaissance 
Scottsdale  Resort, 
Scottsdale,  Ariz. 

M  National 

Computer- 
Assisted  Reporting 
Conference,  Investi¬ 
gative  Reporters  and 
Editors,  National 
Institute  for  Computer- 
Assisted  Reporting,  and 
The  Philadelphia 
Inquirer,  DoubleTree 
Hotel,  Philadelphia 

If  “ID  NAME  March 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 
Emerald  Pointe  Resort 
&  Conference  Center, 
Lake  Lanier  Islands,  Ga. 


Affairs  Conference, 
National  Newspaper 
Association,  Hyatt 
Regency  Capitol  Hill, 
Washington 


9c  QQ  America  East/ 
LU  LU  New'  Media 
World,  America  East, 
Editor  &  Publisher, 
and  13  state  press 
associations,  Hershey 
Lodge  and  Convention 
Center,  Hershey,  Pa. 

APRIL 

on  1  NAA  Annual 
lD  I  Convention, 
Newspaper  Association 
of  America,  Hilton 
New  Orleans  River¬ 
side,  New  Orleans 

NOTE:  To  list  events, 
please  e-mail  to 
calendar  @  editorand 
publisher.com  or fax 
to  (646)  654-5370. 


20-23 


NNA  41st 
Government 


Belt-tightening  squeezes  readers 


Seattle  papers  cut  delivei?  area 


‘Times/  ‘P-l’  seek  to  save  $1  million 


BY  JOE  STRUPP 


M  5,000  readers 
oi  The  Seattle 
Times  and  Seattle  Post- 
Intelligencer  will  not  be 
able  to  get  home  delivery 
of  their  papers  —  or  even 
buy  them  nearby  — 
starting  Feb.  1. 

The  circulation  cut¬ 
back  will  eliminate 
home-delivery  and  sin¬ 
gle-copy  sales  in  a  large 
portion  of  southwestern 
Washington  state.  It  will 
affect  474  daily  readers 
of  the  Times,  3,401  daily 
readers  of  the  P-I,  and 


5,599  readers  of  the  joint 
Sunday  paper,  which  is 
produced  by  the  Times 
editorial  staff. 

Times  Chairman, 
CEO,  and  Publisher 
Frank  A  Blethen,  who 
heads  the  Seattle  Times 
Co.,  which  oversees 
business  operations  for 
both  papers,  said  the  re¬ 
duction  is  needed  to  save 
about  $1  million  as  the 
papers  head  into  anoth¬ 
er  tough  economic  year. 

‘We  think  Seattle  is 
going  to  be  hit  harder 
than  most  cities  by  the 
recession  in  2002,”  said 


Blethen,  citing  the 
departure  of  Boeing  Co. 
headquarters  and  other 
economic  troubles  in  the 
city.  He  added  that  the 
Times  lost  money  last 
year  for  the  second 
year  in  a  row. 

‘We  are  going  to 
have  readers  upset,”  P-I 
Publisher  Roger  Oglesby 
said.  “But  this  is  where 
we  are  financially.” 

The  money-saving 
measure  comes  at  the 
end  of  a  tumultuous  two 
years  for  both  papers 
that  saw  the  Times  go  to 
morning  from  afternoon 
delivery  in  March  2000 
and  a  bitter  strike  in 
November  the  same  year 
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that  cost  the  papers  ad¬ 
vertising  and  circulation. 

Times  weekday 
circulation,  which  w’as 
219,692  in  September 
1999,  rose  to  226,080  in 
September  2000  after 
its  change  in  cycle,  but 
fell  to  219,941  last  Sep¬ 
tember  as  a  result  of  the 
strike.  The  Sunday  issue 
experienced  a  similar 
yo-yo  effect,  rising  to 
502,863  in  2000  from 
500,044  in  1999,  then 
falling  to  478,612  last 
year.  Over  the  same 
period,  P-/ weekday 
circulation  sank  steadily 
-191,167  in  1999, 
176,511  in  2000,  and 
169,105  last  year.  11 
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By  NYC  Newspaper  Row 


M:  It  shines  for  some 


BY  LUCIA  MOSES 

Yks,  New  York, 
there  will  be  a 
new  daily  paper 
coming  to  town.  The 
founders  of  The  New 
York  Sun,  set  to  launch 
this  spring,  said  last 
week  that  the  broad¬ 
sheet  will  provide  high- 
quality,  city-centric 
coverage  for  “serious 
New  Yorkers”  (E^P, 
Dec.  3,  p.  8). 


The  paper  takes  the 
name  of  the  legendary 
Sun  that  published 
from  1833  to  1950 
and  won  fame  for  its 
1897  ‘Yes,  Virginia, 
there  is  a  Santa  Claus” 
editorial. 

Owned  by  One  SL 
LLC,  the  paper  — 
headed  by  Seth  Lipsk>' 
as  CEO,  president,  and 
editor,  Ira  Stoll  as  vice 
president  and  managing 


editor,  and  William  D. 
Kummel  as  chief  operat¬ 
ing  officer  —  will  be  sold 
in  all  five  boroughs  on 
both  home-delivery  and 
single-copy  bases. 

New  details  released 
last  week  included  the 
location  of  the  paper’s 
headquarters  —  hard 
by  what  used  to  be  the 
city’s  “Newspaper  Row” 
—  and  the  names  of  its 
backers.  One  is  Conrad 


Soon  to  be 
fueling  The 
New  York 
Sun  are 
(from  left) 
William  D. 
Kummel, 
Seth  Lipsky, 
and  Ira  Stoll. 


Black’s  Hollinger  Inter¬ 
national  Inc.  Among 
the  others  are  Charles 
Brunie,  chairman 
emeritus,  Oppenheimer 
Capital;  Richard  Gilder, 
partner.  Gilder,  Gagnon, 
Howe  &  Co.  LLC;  Bruce 


Kovner,  founder  and 
chairman,  Caxton 
Corp.;  Joseph  H.  Reich, 
managing  partner,  Cen¬ 
tennial  Associates  Inc.; 
and  Joseph  S.  Steinberg, 
president,  Leucadia 
National  Corp.  11 


NATIONAL  REPORT 


Kay  Graham  in  AAF’s  Hall  of  Fame 

Another  testament  to  Katharine  Graham’s 
far-reaching  impact  was  delivered  last 
week  when  the  American  Advertising 
Federation  announced  her  election  to  the 
Advertising  Hall 
of  Fame. 

Graham,  the 
former  Washington 
Post  Co.  chairman 
and  CEO  who  died 
in  July,  was  the 
first  woman  to 
lead  a  Fortune 
500  company 
and  to  serve  as  a 
director  of  The  Katharine  Graham: 

Associated  Press.  Real  Hall  of  Famer 

Graham’s  fellow  inductees  are  Charles  D. 
Peebler  Jr.,  chairman  emeritus  of  True  North 
Communications  Inc.;  Hal  Riney,  chairman  and 
CEO  of  Publicis  &  Hal  Riney  advertising;  and 
John  Smale,  retired  chairman  and  CEO  of  the 
Procter  &  Gamble  Co.  and  former  chairman  of 
General  Motors  Corp.  —  Jamie  Santo 

Stephens  Media,  nee  Donrey 

SIX  DECADES  AFTER  ITS  FOUNDING  —  AND 
almost  nine  years  after  it  was  purchased 
by  Little  Rock,  Ark.-based  Stephens  Media 
—  the  Donrey  newspaper  name  disappeared 
last  week. 

CEO  and  President  Sherman  Frederick 
said  the  name  change  to  Stephens  Media 
Group  from  Donrey  Media  Group  “reflects  the 
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Stephens  family’s  commitment  to  excellence  in 
the  newspaper  industry.” 

The  group,  purchased  just  before  founder 
Donald  W.  Reynold’s  death  in  1993,  publishes 
21  papers  in  eight  states.  —  Mark  Fitzgerald 

NewspaperDirect  banks  $5  million 

NewspaperDirect,  the  New  York-based 
print-on-demand  technology  company, 
raised  $5  million  in  third-round  venture-capital 
funding,  led  by  new  investor  United  Venture 
Capital  Ltd. 

Previous  investors,  including  Esther  Dyson, 
also  participated  in  the  funding  round, 
according  to  the  company. 

NewspaperDirect’s  technology  allows 
newspapers  to  distribute  and  print  current 
editions  at  locations  around  the  world.  The 
additional  funding  will  be  used  to  boost 
marketing  and  sales  efforts  for  the  company 
and  its  license  partners,  which  include  more 
than  90  newspaper  titles. 

The  company  also  announced  that  the  Los 
Angeles  Times  recently  became  a  client. 

NewspaperDirect  will  print  and  distribute 
papers  from  around  the  world  at  the  Winter 
Olympics  in  Salt  Lake  City  next  month,  in 
conjunction  with  the  Newspaper  Agency  Corp. 

—  Carl  Sullivan 

Pentagon  finalizes  travel  plan 

The  final  list  promulgated  by  the  Pentagon 
has  newspapers  moving  up  two  places  on 
the  list  of  those  that  are  to  be  allocated  seats 
on  Secretary  of  Defense  Donald  Rumsfeld’s 


plane  when  he  travels.  The  first  five  seats  go  to 
The  Associated  Press,  Reuters,  Agence  France- 
Presse,  and  two  TV  outlets.  The  sixth  and 
seventh  spots  go  to  large  and  small  news¬ 
papers,  along  with  other  wires  and  magazines. 

The  Pentagon  is  establishing  rotation  lists 
within  each  category  to  handle  the  post-Sept. 

1 1  escalation  in  demand  for  travel  with 
Rumsfeld.  —  Todd  Shields 

Investigating  the  job  market 

Members  of  Investigative  Reporters  and 
Editors  can  now  place  job-wanted  ads 
on  the  organization’s  Web  site  for  free, 
according  to  IRE. 

The  anonymous  listings  in  which  members 
can  describe  their  qualifications  and  the  jobs 
they  seek  can  be  posted  at  http://wvYw 
.ire.org/jobs/wanted/job_wanted_post.html. 

—  Ana  Mantica 

SPJ  cradle  to  mark  its  150th  year 

The  DePauw  has  earned  itself  a  party.  The 
almost- 150-year-old  college  newspaper 
—  birthplace  of  the  Society  of  Professional 
Journalists  —  is  planning  a  sesquicentennial 
celebration  for  April  5-6. 

Founded  April  7,  1852,  at  the  Greencastle, 
Ind.,  school  now  called  DePauw  University,  the 
paper  counts  Bernard  Kilgore,  Eugene  C. 
Pulliam,  and  James  B.  Stewart  among  its 
many  talented  alumni.  And  it  was  Pulliam 
who,  back  in  1909,  co-founded  Sigma  Delta 
Chi,  the  honorary  fraternity  that  is  today  SPJ. 

—  J.S. 
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We  were  the  first. 
We’ll  always  be  the  best. 
Now,  we  are  the  biggest. 

67%  of  the  top  newspapers  in  the  US 
use  TPI  to  manage  their  voice  personals. 


As  of  January  2,  2002,  Tclc-Publishing  International  acquired  the 
newspaper  voice  personals  business  of  NVS,  our  largest  competitor. 

It  is  our  commitment  to  service  and  our  advancements  in  technology' 
that  have  allowed  us  to  be  the  number  one  provider  of  relationship  serv'ices 
in  the  world.  We  started  this  business  over  13  years  ago,  so  we  understand  it 
better  than  anyone.  During  a  time  when  other  companies  were  sitting  back,  we 
were  looking  forward.  Our  development  of  TPIConnect,  the  industry’s  first  and  only 
mobile  dating  product,  is  evidence  of  this  pursuit.  TPI  has  once  again  redefined 
the  voice  personals  industry  by  bringing  back  the  lost  revenue,  limiting  the  use  of 
expensive  print  space,  and  ultimately  changing  the  way  people  meet. 


Tele-Publishing 

The  worlds  premier  provider  of  Relationship  Services. 
Find  out  why.  Call  1-800-874-2340 

Tele-Publishing  International  is  a  division  of  the 
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NO  PLACE  LIKE  HOME  (PAGE) 

More  information!  Less  scrolling!  The 
Wall  Street  Journal  will  launch  this  nranth  a 
redesign  of  its  Web  site  (http://www.wsj 
.com).  An  e-mailed  release  from  Neil  F. 
Budde,  publisher  of  The  Wall  Street  Journal 
Online,  said  the  6-year-old  subscription  site 
will  offer  new  features,  including  a  person¬ 
alized  home  page,  an  improved  layout  (with 
news  categorized  by  industry),  and  en¬ 
hanced  search  options.  The  personalized 
page  will  allow  users  easier  access  to  top¬ 
ics,  portfolios,  specified  market  information, 
and  the  like.  E-mailed,  saved,  and  printed 
articles  will  benefit  from  improved  format¬ 
ting,  according  to  Budde.  For  a  free  pre¬ 
view,  go  to  http://wsj.com/tour. 

NO  RIP-OEES  WITH  RIPS? 

What  do  San  Diego  and  Martha’s 
Vineyard,  Mass.,  have  in  common,  besides 
beaches?  It’s  the  Rawswell  Integrated 
Publishing  System  (RIPS),  which  manages 
and  protects  online  content.  The  Web  site 
of  The  Martha’s  Vineyard  Times  (http://www 
.mvtimes.com),  a  part-paid,  part-free, 
14,(KX)-distribution  weekly,  is  using  San 
Diego-based  Rawswell  Interactive  Commu¬ 
nications  Inc.’s  print-to-Web  conversion 
system,  with  a  graphical  user  interface  for 
Macromedia  Flash-equipped  browsers.  But 
the  real  innovation  is  in  content  protection: 
Rawswell  software  is  said  to  inhibit  unau¬ 
thorized  replication  of  mvtimes.com  materi¬ 
al  by  other  Web  sites  or  by  search  engines. 


The  Boston  Herald  and  Herald  Interac¬ 
tive  Advertising  Systems  Inc.  have  signed 
a  three-year  deal  with  LiquidSeats  Inc. 
of  San  Francisco  to  establish  its  StubHub 
Ticket  Marketplace  on  the  Herald's  Web 
site  (http://www.bostonherald.com) 
and  other  company  properties  for  online 
sports  and  concert  ticket  purchases. ... 
Tribune  Media  Services  has  named  three 
senior  executives  at  FluentMedia,  the 
company’s  new  Web-based  information 
service.  They  report  to  General  Manager 
John  Twohey.  FluentMedia  offers 
customized  news  feeds,  commentary, 
and  analysis  to  corporate  clients.  Content 
comes  from  Tribune  and  other  news  sites. 


A  nostalgic  remembrance  of  things  that  haven’t  passeij; 
Not  necessarily  the  news,  not  necessarily  unbelievable 


BY  WAYNE  ROBINS 

WE  KNEW  THAT  2002  COULDN’T 
have  possibly  been  worse  for 
the  online  newspaper  business 
than  the  year  before,  and  we  were  right: 
2002  was  no  1999  —  but,  then  again, 

1999  was  no  palindrome.  Some  of  the 
highlights  of  2002,  which  many  of  you 
will  (eventually)  recall. 

January:  Belo  invests  heavily  in 
iCueDog  a  device  that  not  only  reads 
bar  codes  but  also  barks. 

February:  The  U.S.  Olympic  Committee 
(USOC/NBC)  lays 
down  strict  rules 
for  online  coverage 
of  the  Winter 
Games  in  Salt 
Lake  City.  Online 
journalists  receive 
credentials,  as 
long  as  they 
observe  the  events 
from  Nebraska.  Games  collapse 
in  controversy,  as  lack  of  snow  in 
Utah  means  contests  limited  to  the 
six  events  in  official  licensee  Eidos 
Interactive’s  Salt  Lake  2002  video  game. 

March:  Banner  ads  disappear  entirely 
from  news  Web  sites.  Elimination 
mourned  by  dozens. 

April:  Trying  to  build  interest  among 
younger  readers.  Tribune  Co.’s  Web  sites 
begin  “leaking”  downloads  of  each  day’s 
newspaper  to  file-exchange  entities  such 
as  Gnutella  and  LimeWire  and  consider 
buying  a  minority  interest  in  Napster. 

May:  Man  taken  to  Manhattan 
psychiatric  hospital  after  being  detained 
in  Bryant  Park  screaming,  ’’The  New  York 
Times  has  placed  implants  in  my  cerebral 
cortex,  and  I  can’t  stop  the  Bloomingdale’s 
ads  from  scrolling  across  my  eyeballs!” 
First  thought  to  be  mentally  impaired, 
man  is  released  when  his  story  turns  out 
to  be  true.  The  Times  regrets  the  error, 
saying,  “Maybe  we  took  the  e-commerce 
initiative  a  little  too  far  this  time.” 

June:  Not  to  be  outdone  by  CanWest’s 
“one-size-fits-air  editorial  philosophy. 


Gannett  Co.  Inc.  decides  that  its  papers, 
too,  will  share  a  single  editorial  voice. 
Extending  USA  Todays  opinion  practice, 
Gannett  papers  will  simply  headline  an 
issue,  such  as  “Military  Tribunals,”  and 
then  flash  thumbs-up  or  thumbs-down. 
Web  users  will  get  their  choice  of  “thumb” 
icons  licensed  from  the  movie  Spy  Kids. 

July:  Matt  Drudge  once  again  stirs 
controversy,  claiming  on  his  Web  site 
exclusive  knowledge  of  whereabouts  of 
Vice  President  Dick  Cheney.  Mainstream 
news  organizations  find  the  claim  so 
outlandish,  they  ignore  it. 

August:  Nostalgia  for  banner 
ads  overwhelms  Web  journalism, 
with  a  new  site,  DeadBanner.com, 


Remember  this 
from  2002?  Belo 

BY  WAYNE  ROBINS  invests  in  :CueDog, 
a  device  that  not  only  reads 
bar  codes  but  also  barks. 


a  virtual  museum  of  obsolete  banner  ads, 
now  more  popular  than  Yahoo! 

September:  AOL  Time  Warner  Inc. 
buys  Knight  Bidder,  which  had  just 
bought  Journal  Register  Co.  Newsrooms 
erupt  in  celebration,  but  joy  proves 
premature,  as  reporters  are  replaced  by 
“About.com”  and  “Ask  Jeeves”  experts,  and 
Web-based  newspapers  become  available 
only  with  America  Online  subscriptions. 

October:  New  York  Yankees  face  Boston 
Red  Sox  in  the  American  League  Cham¬ 
pionship  Series.  The  New  York  Times  Co., 
part-owner  of  the  BoSox,  declares  neutral¬ 
ity,  but  begins  hawking  Sox  memorabilia 
via  The  New  York  Times  on  the  Web. 

November:  IPO  for  DeadBanner.com 
raises  $230  billion,  as  share  price  surges  to 
$275  from  $1.25  in  a  frenzied  afternoon. 

December:  Kurt  Andersen  launches 
Classiclnside.com.  Offers  free  :CueDogs 
to  subscribers  \\Tlling  to  pay  for  recycled 
media  gossip  they  might  have  forgotten.  11 
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FLORIDA 

Bruce  Gaultney  to  publisher  of  the  Ocala 
Star-Banner  from  general  manager, 
effective  March  22.  Gaultney  will  succeed 
Charles  J.  “Chip"  Stout,  who  is  retiring. 

ILLINOIS 

Terri  McCreary  to  publisher  of  The  Courier 
News  in  Elgin  from  publisher  of  the 
Greenville  (Texas)  Herald-Banner. 
McCreary  succeeds  Amy  Lansdon. 

INDIANA 

Richard  Griffis  to  managing  editor  of  The 
News-Sentinel  in  Fort  Wayne  from  sports 
editor.  Griffis  succeeds  Carolyn  DiPaolo, 
now  metro  editor  at  The  Palm  Beach  Post 
in  West  Palm  Beach,  Fla. 

MASSACHUSETTS 
BMaynard  Scarborough  to  director  of  public 
affairs  for  The  Boston  Globe  from  senior 
vice  president  and  director  of  Inner  City 
100  for  the  Initiative  for  a  Competitive 
Inner  City  in  Boston. 

MICHIGAN 

Kim  Benedict  to  publisher  of  The  Hillsdale 
Daily  News  from  publisher  of  the 
Arkansas  City  (Kan.)  Traveler.  Benedict 
succeeds  Jeff  West,  who  resigned. 

NEW  YORK 

Frank  McGivern  to  publisher  of  The  Oneida 
Daily  Dispatch  from  advertising  director 
of  The  Saratogian  in  Saratoga  Springs. 

He  succeeds  Ann  Campanie,  who  resigned. 

NORTH  CAROLINA 
Ken  Otterbourg  to  the  newly  created  position 
of  assistant  managing  editor  for  news  at  the 
Winston-Salem  Journal  from  metro  editor. 
Jane  Seccombe  to  business  editor  from 
business  reporter.  Seccombe  succeeds 
Robert  Douthit  Jr,  now  business  editor  of 
The  Record  in  Hackenscick,  NJ. 


Dave 
Adams 

to  consumer 
marketing  man¬ 
ager  for  the 
Akron  Beacon  Journal  from 
senior  editor  for  administra¬ 
tion.  Adams  succeeds  Debbie 
Jubera. 
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EOPLE 


BY  JAMIE  SANTO 


NEWSPEOPLE@  EDITORANDPUBLISHER.COM 


CALIFORNIA 


Thomas  Mohr 

Tom  Mohr  has  been  named  to  the  newly 
'  created  position  of  corporate  director  of  clas¬ 
sified  advertising  for  Ejiight  Ridder  and  as  a 
vice  president  at  Knight  Ridder  Digital,  effec¬ 
tive  Feb.  4.  He  comes  to  the  San  Jose-based 

(chain  from  The  Tennessean  in  Nashville, 
where  he  was  vice  president  of  advertising. 
Mohr  was  earlier  senior  vice  president  for  marketing  and  sales  at 
the  Minneapolis  Star  Tribune  and  executive  vice  president  of 
marketing  and  strategic  alliances  at  the  Universal  Talkware  Corp. 


PENNSYLVANIA 
Robsrt  0.  Rolley  Jr.  to  publisher  of  The 
Express  in  Lock  Haven  from  executive 
news  editor  at  the  Williamsport 
Sun-Gazette.  Rolley  succeeds  John 
Yahner,  now  publisher  of  the  Sun-Gazette. 


Keith  Briscoe  to  executive  editor  of  the 
Beaver  County  Times  in  Beaver  from 
assistant  managing  editor  at  The  Gazette 
in  Colorado  Springs,  Colo.  Briscoe 
succeeds  Alan  Buncher,  now  publisher 
of  the  Times. 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  ttie  sale 
of  their  d^liy  new^iaperet|;oN^ 
noil-daily  newsfESi^gttiu^ 


Owen  Van  Essen 


Dirks,  Van  Essen& Murray 

1 1  Marty  Street,  Suite  1 00 

Sarita  Fe,  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  info@dirksvanessen.com 

www.dirksvanessen.com 
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Andrew  McKelvey 


Suburban  Newspapers  of  America 


Spring  Conference 


TMP  Worldwide  is  the  leading  recruitment  agency  in  the  world.  They  also  own  the  largest 
recruitment  internet  site,  Monster.com.  Chairman  Andrew  McKelvey  and  Monster.com 
founder  Jeff  Taylor  wiW  share  their  insights  and  predictions  for  the  future  and  will  also 
discuss  ideas  aimed  at  creating  joint  revenue  streams. 


ECONOMIC  OUTLOOK  2002 

What  kind  of  revenue  growth  should  publishers  expect  to  see  this  year?  Where  are 
newsprint  prices  headed?  What  kind  of  merger  and  acquisition  activity  will  take  place? 

Is  your  company  poised  to  take  advantage  of  opportunities 
that  may  develop  in  these  changing  times? 


While  no  one  can  predict  the  future,  this  topic  is  designed 
to  give  newspaper  executives  a  forecast  of  what  is 
expected  in  2002  and  beyond. This  session  will  feature 
top  experts  including  Frank  Grueter,  Vice  President, 
Citizens  Bank  and  Steve  Macisaac,  Abitibi. 


JeffTaylor 


THE  FUTURE  OF  RECRUITMENT  ADVERTISING 

Recruitment  was  the  hottest  growth  category 
for  newspapers  in  the  late  90's  and  even 
in  the  year  2000.  2001  brought  sharp  declines 
to  this  lucrative  category.  What  will  2002 
bring  and  how  can  suburban  newspapers 
position  themselves  during  these  tough 
times  to  bring  back  recruitment  revenue? 


MANAGING  FOR  SUCCESS 


SNA  SPRING  PUBLISHERS'  CONFERENCE 


I  February  27  -  March  1,  2002  •  The  Sheraton  Bal  Harbour  Resort  •  Bat  Harbour,  Florida 

IN  UNCERTAIN  TIMES 


America’s  Best  Read  Nesvspapers  m  America’s  Best  Markets 


Representing  2.()00  Newspapers  in  North  Amenca 


OTHER  GREAT  SESSIONS  INCLUDE: 

•  Marketing  Your  Suburban  Newspaper  For  Success 

Presented  by  Dave  Larson,  Vice  President,  Claritas 

•  Managing  for  Success  in  Tough  Economic  Times 

•  Making  Money  with  Promotions, 

Presented  by  Mary  Ann  Wagner,  Promotions  Manager, 
Suburban  Journals  of  Greater  St.  Louis  and  Publisher, 

Savvy  Parent 

•  The  Bottom  Line:  Strategies  for  Building  a  Solid  Profit  Margin 

•  Publishers'  Great  Idea  Session 


The  Suburban  Classified  Advertising  Network  (SCAN)  is  a  presenting  sponsor  of  the  SNA  Spring 
Publishers'  Conference.  To  learn  more  about  membership  in  SNA  or  to  participate  in  the  SCAN 
network,  contact  Nancy  Lane,  Executive  Director  at  (610)  361-9234. 


Peter  Smyth  is  President  and  COO  of  Greater  Media,  Inc., 
a  privately  held  national  broadcasting  company  owning 
and  operating  eighteen  radio  stations  in  Boston,  Detroit, 
Philadelphia  and  New  Jersey.  He  is  also  responsible  for 
the  company's  community  newspaper  and  printing 
business,  as  well  as,  a  tower  communications  unit. 


WHAT  YOU  DON'T  KNOW  ABOUT  THE  RADIO  BUSINESS  CAN  HURT  YOU 

Find  out  from  a  top  broadcast  executive  how  radio  sells  in 
a  competitive  market,  increasing  advertising  market  share 
at  newspapers  expense.  In  this  session  Peter  Smyth  will 
share  his  experience  in  building  radio  revenues  in  strong 
newspaper  markets  like  Boston,  Detroit  and  Philadelphia. 

In  addition,  he  will  show  how  Non-Traditional  Revenue 
(NTR)  can  help  transform  your  bottom  line. 


EDITORIALS 


A  U.S.  district  judge  chooses  exactly  the  wrong  time  to  end 
the  Federal  Election  Commission’s  policy  of  transparency 


HE  SOOPREME  CoURT 

I  follows  the  illiction 

I  returns,”  Chicago  news- 
MSto  paper  columnist  Finley 
Peter  Dunne’s  Mr.  Dooley  famously 
observed  —  yet  there  is  at  least  one  federal 
judge  in  Washington  who  appears  dis¬ 
turbingly  oblivious  to  the  keen  interest  the 
public  is  now  taking  in  the  integrity  of  elec¬ 
tions  following  the  confused  and  litigious 
windup  to  the  2000  presidential  choice. 

How  else  to  explain  the  ruling  issued  just 
before  Christmas  by  Judge  Gladys  Kessler 
of  the  U.S.  District  Court  for 
the  District  of  Columbia?  In  Glad  VS 

a  stunning  decision  that  has  ,  , 

remained  under  the  nation-  QGCISIO 
al  radar  —  we’re  grateful  for  q  ^ 
the  reporting  by  Amy  Keller  ^  ^ 

of  the  Capitol  Hill  weekly,  arbltra 

Roll  Call,  which  has  called  « « iipi  pi , 

this  to  public  attention  —  "  ^ 

Kessler  overturned  the  25-  reading 

ye2u--old  practice  of  the  Fed¬ 
eral  Election  Commission  (FEC)  to  release 
publicly  all  documents  in  closed  cases  once 
the  watchdog  has  finished  its  investigation 
and  concluded  the  matter.  In  her  ruling, 
Kessler  says  the  policy  is  “arbitrary  and 
capricious  and  contraiy  to  law.”  Lawyers 
know  that  phrase  as  boilerplate  of  manu¬ 
factured  outrage.  Freudians  would  recog¬ 
nize  it  as  “projection”—  because  Kessler’s 
34-page  decision  itself  depends  on  a  pretty 
arbitrary  and  capricious  reading  of  the  law. 

At  issue  was  an  investigation,  prompted 
by  Republican  complaints,  into  allegations 
that  the  Democratic  National  Committee 
and  the  AFL-CIO  violated  election  laws 
during  the  1996  presidential  campaign. 
When  the  matter  was  concluded,  the  labor 
federation  and  the  party  sued  to  prevent  the 


Gladys  Kessler’s 
decision  relies 
on  a  pretty’ 
arbitrary  and 
capricious 
reading  of  law. 


routine  public  disclosure  of  case  records. 
Kessler  declares  the  records  contain 
“extraordinarily  sensitive  political 
information”  —  as  if  that  accords  them 
some  special  legal  status. 

Kessler’s  ruling  is  an  extraordinarily 
ill-timed  attempt  to  transform  FEC 
decisions  based  on  ultimately  transparent 
proceedings  that  can  be  well  assessed  by  a 
full  public  vetting  of  the  evidence  into 
Delphic  pronouncements  that  are  issued 
from  behind  closed  doors. 

The  FEC  was  created  in  1974  following 
public  revulsion  over 

lCSsIcf’s  Watergate  revelations  that 
I .  the  NLxon  White  House 

relics  funded  its  re-election 

-^7  campaign  by  extorting 

*  sacks  of  cash  from  corpo- 

V  unci  rations.  The  inglorious  end 

to  the  2000  presidential 
election  —  and  the  invaJ- 
aflaw.  uable  and  scrupulously 

fair  recount  scenarios  that 
newspapers  and  The  Associated  Press 
published  last  year  —  underscore  the 
importance  of  maintaining  public  and  press 
scrutiny  of  the  agency  responsible  for  regu¬ 
lating  the  most  vital  element  of  democracy. 

To  be  fair  to  the  judge,  political  parties 
have  sometimes  cynically  exploited  the 
FEC  to  pry  into  each  other’s  business. 

There  are  any  number  of  cures  for  that 
abuse,  including  limiting  discovery. 
Kessler’s  diktat  that  the  FEC  become  a  Star 
Chamber  is  the  worst  possible  solution. 

A  majority  of  the  six  FEC  commissioners 
have  until  the  end  of  next  month  to  decide 
whether  to  appeal  Kessler’s  wrong-headed 
ruling.  We  urge  them  to  do  so  quickly  — 
and  preserve  the  EEC’s  unbroken  record 
of  transparency. 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged;  The  Journalist,  established  March  22, 1884;  Newsp.aperdom,  March  1892; 
The  Fourth  Estate,  March  1, 1894;  Editor  &  Publisher,  June  29, 1901;  Advertising,  June  22, 1925. 


OFFICES;  General:  770  Broadway,  New  York,  NY  10003;  Voice:  (646)  654-5270;  Editorial  fax;  (646)  654-5370;  Advertising 
tax:  (646)  654-5125;  Corporate  e-mail:  edpub(@editorandpublisher.com;  Web  site:  http://www.editorandpublisher.com.  Chicago: 
6505  W.  Palatine  Ave.,  Chicago,  IL  60631;  (773)  792-3512;  fax  (773)  792-3513.  Mark  Fitzgerald,  Editor  at  Large.  Carmel:  P.O. 
Box  223513,  Carmel,  CA  93922-3513;  (831)  625-6902;  fax  (831)  625-6911.  Jill  A  TkT«  A  MB 

Martin,  Western  Regional  Advertising  Manager.  Washington;  1700  K  St.  NW,  Suite  306,  B'X  /VKI-' 

Washington,  DC  20006;  (202)  833-2551.  Todd  Shields,  Washington  Editor.  "2)22"  HBI 
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Save  a  Bundle 

With  The  Bundler  from  GMA 


GMA  Innovation... the  company  that  brought  you 
the  expandable  inserter,  on-line  press-to-pocket,  and 
versatile  automated  press  copy  storage  and  retrieval, 
now  brings  you  bundle  building  the  way  it  should  be. 

Bundle  building  used  to  be  a  troublesome  process — 
slowing  down  your  inserting,  causing  you  to  question 
your  counts.  Not  anymore.  The  Bundler  builds  bundles 
in  one  secure  motion — stack,  wrap,  label  and  strap. 
This  reduces  product  damage  and  productivity-robbing 
line  stops  while  improving  count  accuracy  so  you  don’t 
have  to  add  or  pad!  Over  25  production  units 
building  better  bundles  across  the  US. 

GMA ’s  Bundler  will  save  you  a  bundle! 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


I'HOM;  610-694-9494  610-694-0776  www.gma.com 
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But  if  journalists 
continue  to  look  down 
on  the  suburbs, 
newspapers 
may  alienate 
half  their  markets 
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BY  LUCIA  MOSES 


Newspaper  publishers  know  the  suburbs  are 
critical  to  the  growth  of  the  business.  If  they’ve 
had  mixed  success,  it’s  not  for  lack  of  trying,  as 
they  have  poured  millions  of  dollars  into  hiring 
additional  staff  and  producing  zoned  community 
sections.  What  they  may  not  realize  is  that  part  of  the  problem  may 
be  right  in  their  own  house. 

For  a  host  of  reasons,  journalists  tend  to  look  askance  at  covering 
the  suburbs. 

www.editorandpublisher.com 
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Row-upon-row  houses  in 
Douglas  County,  south  of 
Denver  (opposite  page),  and 
four  suburban  scenes  near 
Dallas  (clockwise):  soccer 
moms  and  pops,  a  scene  from 
the  Stonebriar  Centre  in  Frisco, 
a  Fourth  of  July  parade  in 
Duncanville,  and  a  crowd  at 
Stonebriar’s  grand  opening. 


The  problem  isn’t  trivial.  Half  the  U.S. 
population  lives  in  the  suburbs  today, 
more  than  double  the  slice  of  50  years  ago, 
while  cities  are,  for  the  most  part,  losing 
residents.  Urban  centers  are  increasingly 
becoming  places  where  people  come  only  to 
work,  but  that,  too,  is  changing  as  jobs 
continue  moving  out  of  downtown. 

No  newspaper  knows  this  better  than 
The  Philadelphia  Inquirer,  which  has  seen 
circulation  plunge  as  its  market  has  made 
a  massive  shift  from  the  city  to  its  suburbs. 
This  shift  has  given  rise  to  multiple 
suburban  initiatives  by  the  paper,  and  is 


U.S.  Population  by  Statistical  Area,  1950-2000 

(in  Millions) 


Year 

Total 

Metropolitan  (%) 

Inside  Central  City  (%) 

Outside  Central  City  (%) 

Non-Metropolitan  (%! 

2000 

281.4 

226.0  (80.3%) 

85.4  (30.3%) 

140.6  (50.0%) 

55.4(19.7%) 

1990 

248.7 

192.7  (77.5%) 

77.8  (31.3%) 

114.9  (46.2%) 

56.0  (22.5%) 

1980 

226.5 

169.4(74.8%) 

67.8  (29.9%) 

101.6  (44.9%) 

57.1  (25.2%) 

1970 

203.2 

139.4(68.6%) 

63.8  (31.4%) 

75.6  (37.2%) 

63.8  (31.4%) 

I960 

179.3 

112.9  (63.0%) 

58.0  (32.3%) 

54.9  (30.6%) 

66.4(37.0%) 

1950 

150.6 

84.5  (56.1%) 

49.4  (32.8%) 

35.1  (23.3%) 

66.2  (44.0%) 

Source:  U.S.  Census  Bureau 

www.editorandpublisher.com 


JANUARY  21,  2002  EDITOR  &  PUBLISHER  21 


_ -  __  ■ 


her  stoiy.  It’s  more  of  a  cultural  elitism.  In 
this  view,  shopping  malls  and  sport  utility 
vehicles,  along  with  other  symbols  of 
suburbia,  may  be  seen  as  scourges. 

Considering  that,  for  some  metros, 
the  suburbs  make  up  the  biggest  part  of 
their  market,  this  divergence  has  broad 
implications  for  newspapers’  ability  to  grow 

‘The  daily  newspaper  is  its  own  worst 
enemy,”  says  the  SNA’s  Lane.  “They  have 
people  who  would  rather  not  be  covering 
suburban  news,  they’re  not  always 
people  who  are  local  to  the  area  [and] 
understand  community  news  —  and  it 
shows  in  the  coverage.” 

A  liberal  doze? 

The  differences  aren’t  limited  to  lifestyle. 

Ross  Mackenzie,  editor  of  the  editorial 
pages  for  the  Richmond  (Va.)  Times- 


An  obvious  way  to  grow  circula- 
tion  is  to  write  about  what  readers 
want  to  read  about,  and  in  subur- 
bia,  hot  topics  are  more  likely  to  be 
school,  family,  and  commuting 
issues  than  news  with  a  city  date* 
line.  “The  community  agate  —  the 
police  log,  real-estate  sales  —  is 
some  of  the  best-read  stuff  in  the 
weeklies,”  says  Christine  D.  Urban, 
president  of  Sharon,  Mass.-based 
Urban  &  Associates  Inc.,  a  news-  j|^H| 
paper  research  and  consulting 
firm.  “That’s  a  niche  that  weeklies 
have  taken  a  really  strong  hold  of.” 

Journalists,  however,  would  rather  write 
about  such  ideologically  driven  issues  as  the 
environment,  Mackenzie  says,  which  “may 
in  fact  be  important  issues,  but  they  may  not 
be  issues  the  public  wants  to  read  about.” 

To  some  degree,  newsrooms’  disdain  for 
suburban  coverage  is  hardly  surprising. 

Metropolitan  newspaper  editors  have 
treated  the  suburbs  as  a  second-class  beat 
by  assigning  less  experienced,  lower-paid 
reporters  to  cover  suburban  news,  ordering 
fluff  stories,  and  ghettoizing  the  coverage 
in  community  news  sections. 

No  wonder,  then,  that  metro  reporters 
traditionally  have  taken  suburban 
assignments  grudgingly.  Malcolm  A.  Borg, 
chairman  of  North  Jersey  Media  Group 
Inc.,  parent  of  The  Record  in  Hackensack, 
N.J.,  has  come  across  this  attitude  in  his 
own  building,  from  where  reporters  can  see 
Manhattan,  home  of  The  New  York  Times. 
However,  he  points  out,  “We’re  a  suburban 
newspaper,  and  [to  us]  the  suburbs  are  a  lot 
more  important  than  Afghanistan.” 

The  irony  is  that  suburban  coverage  often 
requires  more  sophisticated  journalistic  skills 
than  the  city-hall  beat  because  the  suburbs 
lack  the  power  centers  and  institutions 
reporters  are  used  to  relying  on  for  news. 


^journalists  don’t  liv^ 
iMhe^burbs 
toJifeneitoentsee 
lifestyle  ai^^lp^orthy.” 

peter  brov» 

OiiLajvnoTP'LA.)  5£:.v^ljj|Q 


Dispatch,  argued  in  the  September  1997 
issue  of  The  American  Editor  that  a  major 
reason  for  newspapers’  declining  credibility 
is  journalists’  alleged  liberal  bias,  which 
skews  just  about  eveiything:  story  choice, 
placement,  and  emphasis.  The  more 
conservative  public  is  wise  to  it,  he  wTote, 
and  is  turning  away. 

Any  ideological  divide  would  pose  a 
special  problem  in  the  suburbs,  which 
traditionally  lean  to  the  political  right. 

“I  do  think,  broadly,  there  may  be  a  dis¬ 
connect  between  prevalent  newsroom  values 
and  a  large  cohort  of  readers  [that]  newspa¬ 
pers  are  targeting,  or  should  be  targeting,  for 
newspaper  growth,”  Mackenzie  tells  E&P. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


yC'lyoxe.  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


16().S  Colonial  Parkway.  Suite  200 
847.991.6900  •  Fax  847.934.6607 


Inverness.  Illinois  60067-4732 
info@youngsw'alker.com 


FROM  TOP:  IRWIN  THOMPSON/THE  DALLAS  MORNING  NEWS; 
DAMON  winter/the  DALLAS  MORNING  NEWS 


ispensa 


Not  Dallas,  but  not 
always  dullest: 

A  new  Tom  Thumb 
grocery  and  Bank  of 
America  (left)  have 
sprung  up  along 
State  Highway  114 
in  Trophy  Club, 
outside  Dallas. 
Suburban  sprawl 
(below)  with  similar 
houses  in  north¬ 
eastern  Dallas  County 
raises  the  eternal 
question:  Your  house 
or  mine? 


eljc  yi'Ut  llork  (Thncs 


WORLD’S  Most 


l.s  the  fleejay  a  ivannahe 
Or  floes  the  1).J. 
just  ivant  to  he? 


Lay  or  //<’?  It  ho  or  whom?  Non**  is  or 
none  are?  Is  loach-tone  a  trad*-- 
niark.’  How  ahont  Day-dlo?  It's 
enongli  to  seiul  _\on  in  s<'areli  of  a 
Martini.  Or  is  tliat  a  martini?  Now 
ever\(>ne  can  liinl  answers  to  these 
and  tlionsands  of  other  <|nestions  in 
the  liainK  alphahetieal  guide  used  hv 
the  writers  and  editors  of  tlie  worhi's 
most  antlioritatiNe  news|)aj)er. 

Revised  and  expanded.  The  \ew  York 
Times  Manual  of  Style  and  I  sa^e  is 
u[)dated  with  sointiotis  to  the  perplex¬ 
ing  problems  that  plague  writers  in 
the  new  eentim.  ineluding: 


Out  of  the  center,  into  the  heart 

Some  papers,  such  as  The  Waskin^on 
Post,  get  it. 

The  paper  has  been  shifting  its  attention 
to  the  suburbs  since  the  1960s,  in  response 
to  the  District  of  Columbia’s  rapid  urban 
exodus.  Leonard  Downie  Jr.,  the  paper’s 
executive  editor,  says  getting  into  the 
suburbs  early  is  one 
reason  the  Post  has  a  high 
circulation  penetration 
among  papers  its  size.  The 
Post  has  emphasized  hiring 
top-notch  people  to  work 
in  its  suburban  bureaus, 
and  occasionally  plucks 
people  from  its  bureaus  to 
cover  national  and  foreign 
news.  “This  is  a  really  mobile  newsroom,” 
Downie  says.  “There’s  no  sense  that  you’re 
isolated  anywhere.” 

Efforts  to  raise  the  profile  of  suburban 
news  and  get  reporters  out  into  the 
communities  are  afoot  in  other  newsrooms. 

The  Columbus  Dispatch  and  The  Arizona 
Republic  in  Phoenix,  for  example,  have 
assigned  some  of  their  best  staffers  to  cover 
the  growing  communities  outside  the  city. 


Despite  growing  efforts  by  editors  to 
address  this  prejudice,  the  problem  persists. 
Editors  have  ingrained  in  reporters  that 
the  suburbs  are  “where  you’re  put  out  to 
pasture,”  says  Ben  Marrison,  editor  of  The 
Columbus  (Ohio)  Dispatch. 

So  while  reporters  often 
take  the  blame  for  inferior 


How  to  express  the  equality  of  the 
sexes  without  using  self-conscious 
devices  like  “he  or  she” 

How  to  choose  thoughtfully  between 
African-American  and  black:  Hispanic 
and  Latino,  American  Indian  and 
Native  American 

How  to  translate  the  vocabulary’  of 
e-mail  and  cyberspace  and  cope  with 
the  eccentricities  of  Internet  com¬ 
pany  names  and  Web  site  addresses 
and  much  more 


“salaiy. 

<  _  JAN  SCHAE 

!R  FOR  Cmfi  .touRf^J 


suburban  coverage,  says  Jan  Schaffer,  execu¬ 
tive  director  of  the  Pew  Center  for  Civic 
Journalism  in  Washington,  “I  also  think  it’s 
up  to  the  news  organization  to  reward  cover¬ 
age  of  suburbs  with  play  in  the  paper,  salary, 
and  the  opportunity  to  do  meatier  stories.” 

Re-education  needs  to  start  even 
earlier,  though.  Journalism  schools 
should  do  their  part  to  elevate  suburban 
coverage.  Urban  says. 


Now  available  in  paperback 
vvberever  books  are  sobl. 
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Constitution,  editorial  writers  must  spend 
at  least  one  day  a  week  in  a  designated 
suburban  bureau. 

For  metros  competing  with  already  en¬ 
trenched  community  papers,  such  efforts 
may  only  go  so  far.  If  they  want  staffers 
who  really  understand  the  communities 
they  cover,  dailies  might  consider  hiring 
reporters  from  competing  suburban 
papers,  the  SNA’s  Lane  says. 


in  2000,  up  from  19%  in  1990,  according 
to  demographer  William  H.  Frey  of  the 
Milken  Institute  in  Santa  Monica,  Calif. 
At  the  same  time,  he  says,  middle-class 
whites  and  blacks  are  migrating  from 
the  Northeast  and  West  Coast  to  the 
Southeast  and  West,  changing  the 
political  tenor  of  those  communities. 

One  thing  is  certain:  Papers  that 
persist  in  ignoring  their  suburban 

readers’  interests  risk  alienating 
**  that  segment.  A  business  that 
doesn’t  understand  and  respect 
its  customers  will  soon  find  those 
^  customers  going  elsewhere. 

Kevin  Convey,  editor  for  Com¬ 
munity  Newspaper  Co.,  the  Herald 
^  Media  Inc.  subsidiary  that  publishes 
S  some  100  small  papers  serving  sub- 
gj  urban  Boston,  believes  that  the  arro¬ 
gance  he  sees  displayed  by  metro 
dailies  can  be  a  “tremendous  obstacle”  to 
gaining  the  respect  of  suburban  readers. 

“Let’s  face  it,”  he  says.  “Nobody  likes 
to  be  looked  down  upon. ...  And  they 
certainly  don’t  like  to  be  looked  down 
upon  by  a  young  ambitious  reporter  who 
feels  like  he’s  wasting  his  time  covering  a 
zoning  board  meeting.”  11 


j^seme'shafce-ups. 


being  erod^ 

^  BEN  MARRi: 
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Continental  shift 

The  dynamic  nature  of  America’s  sub¬ 
urbs  will  only  make  it  more  important  for 
newspapers  to  understand  their  markets. 

Suburbs  are  losing  their  collective 
identity  as  they  become  increasingly 
diverse.  Racial  and  ethnic  minorities 
made  up  27%  of  suburban  populations 


State  Farm®  insures  more  cars  than  anyone  else.  So,  when  you  need  background 
on  topics  like  these,  we  can  help  you  inform  your  audience. 


Visit  statefarm.com® 


•  child  passenger  safety 

•  roadway  safety 

•  nation's  most  dangerous  intersections 

•  roadside  hazards 


•  auto  insurance 

•  auto  safety 

•  air  bags 

•  automatic  seat  belts 
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Like  a  good  neighbor,  State  Farm  is  there.^ 
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FEATURES  AVAILABLE  FEATURED  AVAILABI.E 

STARGAZING:  the  Worid's  FIRST  Hollywood  column 

combining  Celebrity  Gossip  with  Psychic  PREDICTIONS 

Already  a  hit  in  major  Canadian  markets  -  featured  in  Toronto  Sun, 
Edmonton  Sun,  the  Ottawa  Sun,  Calgary  Sun,  London  Free  Press,  plus 
British,  Australian  and  New  Zealand  media-  Stargazing  could  be  the  Sunday  cir¬ 
culation  builder  American  editors  are  looking  for  right  now.  Or  run 
it  mid-week  with  equal  impact. 

‘Every  week  leading  show  business  writer  TONY  BRENNA  works  with 
top  psychic  ANTHONY  CARR  producing  the  only  column  providing 
exclusives  on  major  celebrities  -  plus  predictions  about  their  futures. 

"Stargazing  fits  well  into  daily  or  Sunday  entertainment  sections.  It  goes 
behind  the  scenes  in  Hollywood,  fascinates  readers  with  provocative 
predictions  of  what’s  in  store  for  favorite  stars. 

‘Tony  Brenna  is  an  internationally  syndicated  journalist  with  40 
years  experience,  the  last  25  spent  covering  show  biz  for  U.S.  national 
publications  and  foreign  media.  Anthony  Carr  is  the  world’s  most 
documented  psychic  whose  predictions  have  appeared  globally-and 
proved  amazingly  accurate. 

Write:  Pacific  Press  International  at  141  South  Detroit  Street, 
Los  Angeles,  CA  90036  for  samples.  E-Mail:  brengun@olympus.net 
Or  Phone:  1-800  553-5190  to  discuss  Stargazing  directly  with 
the  writers. 
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NEWS.  REVIEWS.  FEATURES.  Columns. 
Photos.  Billboard  charts. 

Movie  charts.  TV  ratings. 

"This  Day  in  Music"  almanac. 

From  the  leading  brands  in  the  business. 
BPI  Entertainment  News  Wire 

Peter  Gonzaga  Tel#  (323)  525-2240 
www.bpienw.com 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 


WEATHER  MAPS 


WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under¬ 
ground.  Print  ready  custom  formats,  simple 
contracts,  competitively  priced.  World  cov¬ 
erage  in  50-1  languages. 

(415)  5434806  x2 

http//www.wunderground.com/newspaper 
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STORE  FRONT  SALES 

Professional,  Customized  store  front 
programs.  Elaine  Rockhill  (480)  326-6322 


NEWS 

f/ir/A’t'.s'  f/.H'  difference. 


CONTENT  FINDER 


CONTENT  FINDER  -  www.econtentfinder.com 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audience,  Type  or  Language. 


NEWSPAPFIR  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 

LEADER  IN  NEWSPAPER  APPRAISALS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  C'nnimunity 
Newspapers 

CViffA  our  references 
(214)  265-93<M) 

Kickenl>acher  F 

^>7.n  IX'sco  Dr.. 
673  I  Dcsco  Dr  .  DaHus 
w  w  Nv .  r i  c  k c  n  bac  h c r ni 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)336-3457 
email:  Brokeredl@aol.com 

PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  Sou^west 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix.  West  (209)  634-7202 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  5(X) 

3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NFIWSPAPERS  FOR  SALE 


3  WEEKLiES/1  SHOPPER  in  Southern  Min¬ 
nesota.  Real  estate.  Commercial  printing. 
$275,000.call  (507)  374-6531  for  more 
information. 


AVOID  DOWN  SIZING  own  your  newspaper 
Also  county  seat  weeklies,  others. 

Free  list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 

For  a  list  of  Properties  for  Sale: 

www.mediamergers.com 
W.B.  Grimes  &  Co.-Est.  1959 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sale, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL.,  NY,  NY  10003 


NFIWSPAPER  BROKERS  NEWSPAPER  BROKERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  vears  we've  paxiuced  top  values  for  publishing  companies,  in 
thousands  of  transactions  througnout  the  country.  VVe  have  built  this 
record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribb  •  Jim  Hicks  f  ^  IX 

Tom  Karavakis  •  Gary  Greene  i 

Kerry  Murdock  &  A  S  S  O  C  1 A  F  E  S 

Publication  Brokerage  &  Appraisal 

(406)  586-6621 

Bozeman.  Montana 


WWW, editorandpublisher.com 
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PUBLICATIONS  FOR  SAI,E 


Bl  -  ANNUAL  Palm  Beach,  FL  &  Pennsyl¬ 
vania  quarterly  travel  digests,  Queens,  NY 
&  Upstate,  NY  Pennysavers,  national  vending 
trade  monthly,  Buffalo,  NY  weekly  and 
Long  Island/New  York  City  FSBO, 

Kamen  &  CO 
(516)  379-2797 
Kamenandco@aol.com 


-EQUIPMENTS  SUPPLIES- 


fquipmf:nt  for  sale 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)6484611  or  fax  (815)648-2856 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

K/luller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  SLS/Muiler  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)850-7951 
www.newstec.com 


PRESSES 


2  GOSS  SSC-4  Highs  folder  consul  decks 
running  $180,000.00/  best  offer 
call  Bob  (631)  231-  6060 

GOSS  COMMUNITY  9  units,  with  SC 
folder,  will  consider  total  package  or  indi¬ 
vidual  units.  May  be  seen  running;  available 
spring-summer  2002.  Call  Warren  (252) 
473-2105. 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 


-INDUSTRY  SERVICES- 


ADMINISTRATIVE 


BOOST  CIRCULATION!!!  If  your  numbers 
are  down,  we  can  help.  We  offer  a  kiosk 
program  that  is  second  to  none.  Need  cir¬ 
culation  gains  and  retention  and  want  to  do 
away  with  telemarketing  churn?  Our  staff 
has  over  20  years  of  circulation  direction 
experience.  Call  (877)  478-8552,  or  email 
kandcent@aoLcom 

MOST  MANAGERS  ARE  promoted  with  no 
training.  We  have  30  years  of  industry  ex¬ 
perience  to  help  you  manage  better  and  at¬ 
tain  your  personal  or  career  goals.  Call 
Eric  Riess(510)  526-8524. 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFIWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


DYNAMIC  ACHIEVERS,  SPECIALIZING  in 

the  diverse  needs  of  the  Newspaper 
Industry: 

•  Training 

•  Individual  Coaching 

•  Workshops 

•  Projects 

Customized  to  meet  your  needs  and 
budget.  Call  Today  for  a  Free  consulta¬ 
tion.  Carol  Alka  404-261-9968  or  check  us 
out  at:  www.dynamicachievers.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


ACADEMIC 


JOURNALISM 

The  University  of  South  Carolina  Spartanburg 
invites  applicants  for  a  position  in  print 
journalism,  to  teach  newswriting,  feature 
writing,  journalism  law  and  ethics,  writing 
for  mass  communications,  other  media 
courses,  with  duties  to  begin  August  16, 
2002.  Four  classes  per  semester.  Tenure 
track  position.  Ph.D.  required,  work  experi¬ 
ence  in  journalism  desirable.  Salary  and 
rank  commensurate  with  qualifications.  Invi¬ 
tations  for  campus  interviews  will  be  made 
by  February  18.  Send  letter  of  application, 
vita,  transcripts  (graduate  and  undergradu¬ 
ate),  and  three  letters  of  reference  to  Dr. 
Richard  Predmore,  chair.  Fine  Arts,  Lan¬ 
guages,  and  Literature,  USCS,  800  University 
Way,  Spartanburg,  SC  29303,  (864) 
503-5650,  rpredmore@gw.uscs.edu. 
uses  is  an  AA/EO  institution 


JOURNALISM/1  ST-YEAR  WRITING 
Journalism  experience  required.  Prefer  PhD 
or  MFA,  teaching  experience.  Contact  Jim 
Coomber,  English,  Concordia  College, 
Moorhead,  MN  56562.  EOE.  Website: 
www.cord.edu/dept/humres/positions/ 
faculty.html. 


KNIGHT  CHAIR  IN  JOURNALISM 
William  Allen  White  School  of  Journalism 
and  Mass  Communications 

University  of  Kansas 

Candidates  from  all  media  are  encouraged 
to  apply  for  the  Knight  Chair  in  Journalism, 
an  endowed  chair  focusing  on  community 
journalism  and  carrying  the  rank  of  full  pro¬ 
fessor  with  tenure.  Appointment  to  begin 
August  2002.  We  seek  a  modern  media 
leader  with  demonstrated  commitment  to 
providing  cross-media  leadership,  creating 
fresh  understandings,  inspiring  new  solutions 
and  encouraging  common  community 
purpose  in  a  convergent  media  world.  The 
successful  candidate  will  bring  extensive 
professional  journalism  background  including 
management  experience.  The  Chair  will 
contribute  enthusiastically  to  the  classroom 
and  to  the  School's  research,  publishing 
and  service  activities.  The  Knight  Chair  also 
will  organize  biennial  national  symposia  fo¬ 
cusing  on  the  leadership  role  of  media  in 
communities.  The  William  Allen  White 
School  is  a  traditionally  top  ranked  journalism 
program  in  one  of  the  premier  college 
towns  in  the  country.  We  take  pride  in 
teaching  fundamentals  while  moving  toward 
the  future  with  what  our  ACEJMC  reaccred¬ 
itation  team  called  "pioneering  efforts  to 
prepare  students  for  media  convergence." 
A  Bachelor’s  degree  is  required;  advanced 
degree  and  teaching  experience  are 
preferred. 

To  request  a  position  announcement  and  to 
apply,  contact  Mary  Wallace,  search  coordi¬ 
nator,  School  of  Journalism,  University  of 
Kansas,  Stauffer-Flint  Hall,  1435  Jayhawk 
Boulevard,  Lawrence,  KS  66045.  Phone: 
(785)  8644752.  E-mail:  mwallace@ku.edu. 
Complete  application  includes  a  letter  of 
application,  a  resume  or  curriculum  vita, 
and  names  and  telephone  numbers  of  3  ref¬ 
erences  who  can  comment  on  your  qualifi¬ 
cations  for  the  position.  Priority  consideration 
will  be  given  to  applications  received 
by  February  15,  2002. 

An  EO/AA  employer 


ACADEMIC 


SCIENCE 

COMMUNICATIONS 

ASSISTANTSHIPS 


The  University  of  Tennessee  seeks 
candidates  with  a  background  or 
an  interest  in  science  communica¬ 
tions  for  assistantships  in  M.S.  and 
Ph.D.  programs.  Contact: 

Dr.  Edward  Caudill 
426  Communications  Building 
College  of  Communications 
University  of  Tennessee 
Knoxville,  TN  37996-0347 


ADMINISTRATIVE 


BUSINESS  MANAGER  to  handle  all  account¬ 
ing,  human  resources  and  collection  re¬ 
sponsibilities  for  The  Griffin  Daily  News,  a 
seven-day  morning  newspaper  located  35 
miles  south  of  Atlanta.  Must  be  detail- 
oriented,  have  strong  organizational  skills 
with  proficiency  in  Excel  and  other 
spreadsheet  programs  and  be  able  to  handle 
financial  budgeting  and  forecasting.  We 
offer  excellent  compensation  commensu¬ 
rate  with  experience  and  good  benefits. 
Griffin  has  a  wonderful  small-town  atmos¬ 
phere  while  being  close  to  all  the  amenities 
of  Atlanta.  E-mail  resume  to: 

jallen@griffindailynews.com 
or  mail  to  Jennifer  Allen,  The  Griffin  Daily 
News,  P.O.  Drawer  M,  Griffin,  GA  30224. 


GENERAL  MANAGER 

Add  Inc,  one  of  the  Country’s  leading  pub¬ 
lishing  and  printing  companies  is  seeking  a 
General  Manager  for  our  Wisconsin 
location. 

The  position  will  be  responsible  for  over¬ 
seeing  the  daily  operations  of  a  weekly 
community  shopper;  personal  sales  account 
base  management  support  needed. 
The  ability  to  work  with  other  managers  in 
the  group,  promote  cross  sell  and  shared 
promotions  is  essential. 

Preferred  qualifications  include: 
•Management  experience;  weekly  shop¬ 
pers/publications 

•  Sales  achievement  track  record 

•  Production  knowledge  and  experience 

•  Business  finances  understanding 

•  Communication  skills/education 

•  Commitment  to  the  organization 

The  ideal  candidates  should  posses  the 
ability  to  build  a  high  performance  team  by 
helping  recruit,  develop  and  retain  top  em¬ 
ployees.  Candidates  should  have  ability  to 
develop  and  implement  strategic  and  tactical 
plans  along  with  profit  planning  for  the 
property. 

Great  earning  potential  and  comprehensive 
benefit  package  as  an  employee  of  our 
company,  you  will  have  the  opportunity  to 
become  an  employee  owner. 

Please  send  resume  to: 

Add  Inc 

Attn:  Human  Resources  Department 
P.O.  Box  609 
Waupaca,  Wl  54981 
Fax:  (715)258-8469 
E-mail:  vsokol@add-inc.com 


Classified  Advertising  call  (888)825-9149 
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MGOLDENg'EDlTORANDPUBLISHER.COM  •  M  M  ACM  AHON  (5  EDITO  RANDPUB  LIS  H  ER.COM  •  HPREUSS^  EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADMINISTRATIVE 


GENERAL  MANAGER  for  small  award  winning 
4,000  daily  in  fast  growing,  Zone  6 
recreation  area.  Family  owned.  5-10  year 
experience  in  sales  and  sales  management 
required  with  knowledge  of  all  aspects  of 
newspaper  and  proven  ability  to  team 
train,  lead  and  build.  Excellent  opportunity 
for  strong  manager  wishing  to  escape  cor¬ 
porate  life,  expand  resume,  and  then  move 
up.  Position  oversees  daily,  two  weeklies, 
resort  magazine,  shopper  &  five  websites. 
Please  send  resume  to: 

Box  2525,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  -i-  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 
Cover  letter  &  resume  to; 

hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 

PUBLISHER 

We  are  a  small  daily  located  in  a  desirable 
large  zone  5  market.  We  are  searching  for 
hands  on  publisher  with  a  strong  sales 
background.  Publisher  will  also  serve  as  the 
ad  director.  Qualifications  should  include 
sales  management  experience  with  a 
proven  track  record  of  increasing  revenue. 
This  daily  is  part  of  a  larger  group  with 
enormous  opportunities  for  future  advance¬ 
ment.  This  IS  a  career  opportunity. 

Please  respond  to: 

Box  2523,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

PUBLISHER’S  POSITION  AVAILABLE 
If  you  are  a  hands-on  person,  this  is  your 
opportunity.  We  are  looking  for  either  a 
up-and-coming  person  or  someone  who 
wants  to  settle  in  and  call  it  home.  We  have 
over  25  publications,  and  are  looking  for 
someone  to  run  one  of  our  weeklies.  Expe¬ 
rience  with  QuarkXPress,  Photoshop,  layout 
and  design  helpful.  Send  resume  and  salary 
requirements  to  Pat  Brown,  Emmerich 
Newspapers,  P.O.  Box  338,  Magee,  MS 
39111  or  E-mail:  courier@meta3.net. 


.ADVERTISING 


ADVERTISING  ACCOUNT  MANAGER  for 
Westchester  County,  NY  community  paper 
group.  Must  have  sales  experience,  car. 
Weekly  base  plus  commissions. 

JLS@Media-Services.ws 

GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

viAAW.BrehmCommunications.com 

LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 

WWW. editorandpublisher.com 


ADVERI'ISING 


ADVERTISING  DIRECTOR 
We  are  seeking  an  experienced,  top-notch 
advertising  sales  and  marketing  leader  in 
the  Northeast  with  the  knowledge  and  skill 
level  to  produce  results  in  a  competitive, 
yet  lucrative  advertising  market.  Reporting 
directly  to  the  publisher,  the  position  requires 
a  candidate  that  is  motivated  to 
make  a  difference  in  the  organization.  If  you 
know  how  to  manage,  motivate  people  and 
produce  advertising  sales  results,  we  want 
to  talk  to  you.  We  are  part  of  an  industry 
leading  NYSE  company  that  continues  to 
grow  and  promote  individuals  that  demon¬ 
strate  their  ability  to  succeed.  Excellent, 
competitive  compensation  package  and 
benefits.  Send  resume  to: 

Box  2517,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 

ADVERTISING  SALES  MANAGER 
The  Virginian-Pilot,  a  Landmark  Communica¬ 
tions  newspaper,  is  seeking  an  Advertising 
Sales  Manager  tor  its'  Norfolk  retail  adver¬ 
tising  team.  We  are  seeking  a  results 
driven,  customer  focused,  hands-on  leader. 
To  qualify  for  this  position,  candidates  must 
have  sales  management  experience  coach¬ 
ing,  leading  and  mentoring  a  sales  team,  a 
track  record  of  consistently  exceeding 
goals  and  demonstrated  success  in  devel¬ 
oping  and  implementing  strategic  sales  initi¬ 
atives.  This  position  reports  to  the  Local 
Retail  Advertising  Manager.  Send  cover  letter, 
resume  and  confidential  salary  history 
to  Norfolk  Retail  Sales  Manager  Position, 
c/o  Bob  Morgan,  The  Virginian-Pilot,  150 
W.  Brambleton  Avenue,  Norfolk,  VA  23510 
or  E-mail  bmorgan@pilotonline.com. 

CLASSIFIED  AD  DIRECTOR 
We  are  a  large  group  of  weekly  and  daily 
newspapers  in  a  large  market.  We  are 
seeking  candidates  for  the  position  of  clas¬ 
sified  ad  director.  Staff  consists  of  approxi¬ 
mately  20  highly  qualified  inside  sales  exec¬ 
utives.  Qualifications  should  include  inside 
classified  sales  management  experience  in 
a  newspaper  cluster  or  large  suburban 
newspaper  group  and  or  a  large  metro 
shopper  group.  Strong  background  in  a  tel¬ 
emarketing  environment  required.  This  is  a 
key  position  on  our  management  team  and 
reports  directly  to  the  VP  of  sales  and  mar¬ 
keting.  This  position  is  not  only  high  profile 
but  can  provide  the  opportunity  to  future 
career  growth.  Excellent  financial  package. 

Please  respond  to: 

Box  2524,  Editor  &  Publisher  Classified 

770  Broadway,  7th  Floor 
New  York,  NY  10003 

ONLINE  SALES  MANAGER 
MaineToday.com  has  an  excellent  opportunity 
for  a  sales  manager  with  a  record  of 
success  in  new  media. 

This  position  involves  direct  sales,  staff 
management  and  effective  collaboration 
with  newspaper  staffs.  Demonstrated  suc¬ 
cess  in  online  advertising  sales  is  required. 
Please  see  MaineToday.com’s  Advertising 
section.  Send  resume  and  letter  of  interest: 

MaineToday.com  Human  Resources 
390  Congress  Street,  Portland,  ME  04101 
No  E-mail  or  phone  calls,  please 
We  are  an  equal  opportunity  employer 


ADVERTISING 


LOCAL  RETAIL  SALES  MANAGER 
The  Mercury  News,  the  Newspaper  of  the 
Silicon  Valley,  is  looking  for  an  aggres- 
sive-minded,  team-oriented  Local  Retail 
Sales  Manager.  Lead  a  sales  team  in  devel¬ 
oping  and  increasing  advertising  revenue 
for  the  Mercury  News,  and  establishing  and 
achieving  sales  goals.  Collaborate  with  cus¬ 
tomers  to  develop  marketing  strategies  to 
meet  team  and  company  objectives. 
Coach  and  develop  the  skills  and  compe 
tencies  of  the  entire  team.  4-year  college 
degree  in  Advertising  or  Marketing,  4  years 
experience  in  Sales  or  Marketing  manage¬ 
ment  IS  essential.  Demonstrated  success 
identifying  and  developing  successful 
growth  strategies,  leading  change 
initiatives,  and  developing  the  capabilities 
of  a  sales  staff  are  required. 

We  offer  competitive  base  salaries,  com¬ 
prehensive  benefits  packages,  including 
medical,  dental,  401 K  and  pension  plans, 
up  to  5  weeks  annual  vacation,  and  the  use 
of  a  company  car. 

San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  95190 
Jobs@sjmercury.com 
EOE 


SALES  SUPERVISOR 

The  San  Jose  Mercury  News,  the  Newspaper 
of  the  Silicon  Valley,  is  looking  for  an 
aggressive-minded  and  team-oriented  Sales 
Supervisor  to  lead  and  develop  the  Classified 
Real  Estate  Sales  team. 

You  will  work  with  the  Real  Estate  Manager 
to  establish  and  achieve  advertising  sales 
goals  for  the  team,  and  directly  with  cus¬ 
tomers  to  develop  marketing  strategies 
that  effectively  meet  team  and  company 
objectives.  Additionally,  you  will  coach  and 
develop  the  sales  skills  and  competencies 
of  the  entire  team.  BS  degree  in 
Advertising  or  Marketing,  3-5  yrs 
experience  leading  and  supervising  a  sales 
team  or  proven  success  in  the  Real  Estate 
field,  strong  personal  selling  skills,  and  ef¬ 
fective  team,  interpersonal,  and  written 
communication  skills  are  required.  Media 
experience  and  fluency  in  Spanish  or  Viet¬ 
namese  IS  preferred. 

We  offer  competitive  base  salary  plus  com¬ 
mission,  a  comprehensive  benefits 
package,  including  medical,  dental,  401K 
and  pension  plan,  and  up  to  5  weeks  annual 
vacation. 

For  immediate  consideration,  please  e-mail 
your  resume  and  cover  letter  to 
jobs@sjmercury.com,  or  mail  them  to  us  at: 

San  Jose  Mercury  News 
Attn:  HR 

750  Ridder  Park  Drive 
San  Jose,  CA  95190 
EOE 


CIRCUIATION 


CIRCULATION  DIRECTOR  needed  for  a  7 
day,  20,000  circulation  newspaper.  Great 
opportunity  for  an  experienced  leader  with 
good  people  skills  and  strong  on  sales  and 
service.  Good  pay  and  benefits  including 
health,  dental,  401(k),  pension  plan,  etc. 

If  you  are  ready  for  hard  work  and  a  rewarding 
challenge  this  could  be  for  you. 
Send  resume  to  Publisher,  Record-Courier, 
P.O.  Box  1201,  Ravenna,  OH  44266. 


CIRCUIATION 


ASSISTANT  SALES  MANAGER 
Join  a  leader  in  the  business  and  in  the 
community  as  an  Assistant  Sales  Manager 
at  The  Des  Moines  Register.  This  person 
will  report  directly  to  the  Circulation  Sales 
Manager  and  will  be  the  facilitator  of  single 
copy  sales  as  well  as  outside  circulation 
sales.  This  challenging  position  offers  an 
opportunity  for  quick  advancement  to  a 
successful  candidate. 

This  position  requires  a  high  energy  individual 
who  can  move  the  number,  motivate  a 
department  of  sales-oriented  professionals, 
and  continually  introduce  and  execute  inno¬ 
vative  ideas  and  programs.  Responsibilities 
include  single  copy,  events,  store-front 
sales,  door-to-door  crew  sales  and  other  di¬ 
rect  marketing  programs  through  a  staff  of 
ten  full-time  employees. 

Candidate  must  have  previous  single  copy 
and  direct  sales,  circulation  marketing  and 
operations  experience.  In  addition  must  be 
proficient  in  Excel  and  Word. 

The  Des  Moines  Register  has  a  circulation 
of  155,000  daily,  and  250,000  Sunday 
and  IS  part  of  Gannett,  the  largest  newspaper 
group  in  the  US  and  expanding  internationally. 
We  offer  a  full  range  of  benefits 
and  growth  opportunity.  Mail  resume  to: 

Human  Resources 
The  Des  Moines  Register 
715  Locust  Street,  Des  Moines,  lA  50309 
Or  Fax  to  (515)  286-2526 
The  Des  Moines  Register  is  committed  to 
diversity  and  proud  to  be  an  equal  opportunity 
employer.  Employment  may  be  contingent  on 
a  pre-employment,  post-offer  drug 
screen. 

CIRCULATION  MANAGER 
Are  you  currently  in  management  or  ready 
to  step  up  to  management?  Successful 
large  circulation  tri-state  shopper  seeking 
manager  with  experience  in  staffing,  sched¬ 
uling,  quality  control  for  mail  and  carrier  de¬ 
livery.  Communication  with  Post  Office, 
hand  and  automated  inserting  utilizing 
Kirk-Rudy  equipment.  Company  will  partici¬ 
pate  in  relocation  costs.  Starting  salary 
commensurate  with  experience  $60,000  to 
$90,000.  Call  or  send/fax  resume  to: 
Tri-State  Pennysaver  Group 
Larry  Ross  Weinberger,  Publisher/CEO 
101  Executive  Blvd.,  Elmsford,  NY  10523 
Ph  (914)  592-5222  or  Fax  (914)  592-3646 

SIX-DAY  DAILY  in  north  central  Florida 
seeks  experienced  Circulation  Director. 
Looking  for  someone  who  knows 
everything  about  home  delivery,  single 
copy  sales,  ABC  and  NIE,  Send  resume  to: 

Rick  Bacon,  Lake  City  Reporter 
126  E.  Duval  Street,  Lake  City,  FL  32055 

YOU  CAN  SELL  YEAR-ROUND  IN  THE 
VALLEY  OF  THE  SUN! 

The  Tribune  Family  of  Publications  is  currently 
looking  for  successful  sales  contractors  to 
gam  home  delivery  subscribers  in 
our  suburban  Phoenix  market.  For  more  in¬ 
formation,  contact  Todd  Halvorsen  at: 

(480)  898-6326  or  online  at: 
thalvorsen@aztrib.com 

ll  Editor  &  Publisher  | 
ij  mail,  Itix,  or  e-mail  line  | 
I  advertising  copy  J 
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CIRCULATION  ZONE  MANAGER 
The  St.  Petersburg  Times,  Florida’s  best 
newspaper,  has  exciting  opportunities  for 
Circulation  Zone  Managers. 

Our  Zone  Managers  direct,  coordinate  and 
manage  home  delivery  staff  to  achieve  ex¬ 
cellent  subscriber  service,  improve  customer 
retention  and  continue  our  trend  of  circulation 
growth. 

The  successful  candidate  will  possess  at 
least  five  years  of  progressive  management 
experience  and  have  a  sales  background. 
Solid  interpersonal  and  communication 
skills  are  essential;  must  also  have  excellent 
PC  skills  (Excel  and  Word).  Creative 
problem  solving  and  sound  decision  making 
skills  required.  College  degree  preferred. 
Responsibilities  include  hiring,  training  and 
developing  staff;  and  budget  development 
and  management.  This  position  works 
closely  with  Carrier  Records,  Customer 
Care,  Marketing,  Human  Resources,  and 
Transportation. 

Daily  early  morning  (6  -  7  a.m.)  delivery 
deadlines  require  Zone  Managers  to  work 
very  early  morning  until  early  afternoon 
hours.  Work  environment  is  both  office  and 
field. 

The  St.  Petersburg  Times  offers 
competitive  wages  and  exceptional 
benefits.  Please  send  your  resume  with 
qualifications  and  compensation  history  to 
the  St.  Petersburg  Times,  Job  ZM,  490  1st 
Avenue  South,  St.  Petersburg,  EL  33701  or 
Fax  to  (727)  893-8185.  Resumes  can  be 
sent  by  E-mail  to  resumes@sptimes.com 
(paste  resume  to  body  of  E-mail,  please). 

VICE  PRESIDENT  CIRCULATION 
ST.  PAUL  PIONEER  PRESS 
The  Pioneer  Press,  a  metro  Knight  Ridder 
newspaper  in  a  highly  competitive  market, 
IS  seeking  a  dynamic  Circulation  leader. 
The  successful  candidate  will  be  decisive, 
strategic  and  focused  on  the  customer, 
with  a  strong  history  of  circulation  growth 
and  employee  development.  The  VP  Circula¬ 
tion  is  also  responsible  for  managing  a 
transportation  subsidiary  and  participating 
in  significant  community  outreach  efforts. 

A  minimum  of  five  year’s  successful  circula¬ 
tion  management  experience  is  required,  in¬ 
cluding  a  collaborative  track  record  working 
with  other  key  newspaper  divisions.  Also  re¬ 
quired  IS  a  significant  understanding  of  labor 
law  and  strong  financial/analytical 
skills.  College  degree  is  strongly  preferred. 
The  Twin  Cities  are  known  for  their  educa¬ 
tional  opportunities,  outdoor  recreation  and 
affordable  quality  of  life.  The  Pioneer  Press 
offers  excellent  compensation  and  benefits 
programs.  We  are  an  equal  opportunity  em¬ 
ployer  and  encourage  diversity  in  the  work 
place.  Please  send  your  resume  to: 

Employee  Relations 
St.  Paul  Pioneer  Press 
345  Cedar  Street 

St.  Paul,  MN  55101 
FAX:  (651)  228-3197 
E-mail:Resumes@pioneerpress.com 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
Texarkana  Gazette  has  an  opening  for  an 
Assistant  City  Editor.  Send  resume  to:  Per¬ 
sonnel  Manager  Anna  Johnson,  P.O.  Box 
621,  Texarkana,  TX  75504. 


CHIEF  PHOTOGRAPHER 

The  Daily  Press,  a  28,000  plus  circulation  i 
morning  paper,  has  an  immediate  opening 
for  a  chief  photographer  to  make  innovative 
photographs  and  manager  our  all-digital 
photo  department.  Successful  candidate  : 
must  have  2  to  5  years  print  experience, 
knowledge  of  Nikon  Dl,  PhotosShop  and 
Macs.  Organizational  skills  and  ability  to 
guide  and  train  staff  necessary.  The  Daily 
Press  is  located  in  the  High  Desert  of 
Southern  California,  approximately  95  miles  ' 
northeast  of  Los  Angeles.  A  cover  letter  | 
and  resume,  with  qualifications,  should  be  i 
sent  directly  to:  Don  Holland,  Daily  Press, 
P.O.  Box  1389,  Victorville,  CA  92393. 

ARE  YOU  a  news  hound  and  stickler  for  j 
style  and  accuracy?  If  so.  The  Gainesville 
(EL)  Sun  wants  you  to  join  its  award-winning 
News  Desk.  Situated  an  equal  distance 
from  Jacksonville,  Orlando  and  Tampa,  The 
Sun  is  a  56,000-circulation,  New  York 
Times  Co. -owned  daily  in  the  heart  of  Gator 
country.  Two  years  of  editing  experience 
and  a  familiarity  with  basic  design  rules 
needed.  Send  a  resume  and  clips  to:  Sean  , 
McCrory,  news  editor.  The  Gainesville  Sun, 
P.O.  Box  147147,  Gainesville,  EL  32614- 
7147.  Fax  (352)  338-3128.  Or  E-mail: 
sean.mccrory@gainesvillesun.com 

ASSISTANT  CITY  EDITOR 
The  Town  Talk  in  Alexandria,  Louisiana  , 
seeks  an  Assistant  City  Editor.  Will  assist  I 
with  reporter  assignments,  photo  requests, 
graphic  requests  and  copy  editing  on  the 
afternoon/night  shift.  Must  have  strong 
leadership,  organization  and  communication 
skills.  Five  years  experience  as  daily 
newspaper  reporter  or  editor  preferred. 
Send  resume  with  cover  letter  to: 

Joy  Williford,  The  Town  Talk 
P.O.  Box  7558,  Alexandria,  LA  71306 
Or  E-mail  to:  personnel@thetowntalk.com 

ASSISTANT  FEATURES  EDITOR 
The  News  Journal,  a  125,000/150,000 
metro  daily  just  30  minutes  south  of  Phila-  ■ 
delphia,  is  seeking  an  assistant  features 
editor.  The  position  includes  working  with 
reporters,  editing  stories,  planning  center- 
piece  packages  and  producing  special  sec¬ 
tions.  Candidates  must  have  good  commu¬ 
nication  and  time-management  skills  and  , 
experience  in  developing  story  ideas  and 
producing  interesting,  informative  and  at¬ 
tractive  feature  packages  with  an  eye  toward 
18-  to  34-year-old  readers.  Send  a  letter,  re¬ 
sume  and  work  samples  to: 

Features  Editor  Kristin  Wilkison 
P.O.  Box  15505,  Wilmington,  DE  19850 
Or  E-mail:  kwilkison@delawareonline.com 

CORPORATE  INTERNET 
CONTENT  MANAGER 

California  newspaper  company  seeks  crea¬ 
tive  self-starter  to  develop,  edit  and  publish 
innovative  and  stimulating  local  content  for 
our  divisions’  websites.  Interacting  with  our  ' 
management  team,  the  Internet  Content 
Manager  will  direct  all  aspects  of  content 
development,  marketing  and  site  design. 
Our  objective  is  to  produce  dynamic  features 
that  are  local  in  focus,  unique  to  our 
websites  and  enhance  our  print  publications. 
Compensation  package  includes  all 
health  and  401(k)  benefits.  Send  resume 
with  samples  of  your  work  and  content  cre¬ 
ativity  to:  alphami@hotmaiLcom. 


BLOOMBERG  NEWS  is  looking  for  top  busi-  j 
ness  news  editors  and  reporters  in  its  Zurich  j 
bureau  to  cover  big  stories  including  ' 
global  banking,  money  laundering  and 
Switzerland’s  political  integration.  Editors 
must  be  able  to  assign  and  produce 
hard-hitting,  yet  well-written,  stories,  as  well 
as  the  ability  to  read  German.  Reporters  . 
should  be  hungry  to  sniff  out  breaking  news  • 
and  work  independently,  in  addition  to  j 
knowing  German.  Please  send  a  resume  j 
and  clips  to  Mr,  Parris  Kellermann  at  i 
pkellermann@bloomberg.net  or  Postfach  ! 
7633,  8023  Zurich,  Switzerland.  : 

BUSINESS  JOURNALISTS/ 

RESEARCH  ASSOCIATES  | 

Our  associates  research  and  communicate 
best  business  practices.  Here  is  an  excellent  ' 
way  to  expand  your  horizons  beyond  ; 
journalism  and  be  a  part  of  a  rapidly  ! 
growing  consulting,  research,  and  ' 
publishing  business.  Relocation  to  Chapel 
Hill,  NC  -  a  top  place  to  live  -  is  required. 
Compensation  includes  a  base  salary  of  ap¬ 
proximately  $30,000  -  $35,000  per  year, 
depending  upon  experience. 

An  extensive  list  of  responsibilities  and  further 
information  are  available  at: 

http://viww.best-in-class.com/careers/  : 
job_openings.htm 

Come  join  a  fast-paced  team  on  the  cutting  i 
edge  of  business!  | 

COPY  EDITOR  ! 

The  Press  of  Atlantic  City  has  an  immediate  ! 
opening  for  a  Copy  Editor  on  its  news  desk,  j 
We  are  an  independent  newspaper  in  a 
growing  region.  Southern  NJ  offers  ; 
seashore,  suburban,  rural  or  small-city  i 
living,  plus  12  casinos  -  all  accessible  to  ; 
Philadelphia,  New  York,  or  Washington,  DC. 
Primary  responsibilities  involve  editing 
copy,  headline  writing,  page  layout,  and 
pagination.  A  college  degree  and  two  years’ 
experience  in  daily  journalism  required. 

The  paper  provides  opportunities  for  career 
development.  Competitive  salary  and  | 
benefits.  Send  resume  and  sample  of  i 
work  to:  I 

Peter  Brophy,  News  Editor 
The  Press  of  Atlantic  City 
1 1  Devins  Lane,  Pleasantville,  NJ  08232 
E-mail:  pmb@pressplus.com 

COPY  EDITOR/ DESIGNER 
for  lifestyle/entertainment  sections  at  after-  ; 
noon  daily.  This  is  an  opportunity  for  candi-  ; 
dates  at  entry-level  or  up  to  2  years  experi-  | 
ence  in  copy  editing  and  design.  QuarkX-  i 
Press  is  essential;  newspaper  experience  ! 
a  plus.  Resume  and  five  design  sample 
clips  to:  Wade  Kwon,  Accent  Search,  Bir¬ 
mingham  Post-Herald,  P.O.  Box  2553,  Bir¬ 
mingham,  AL  35202. 

EDITOR:  twice  weekly  newspaper,  fast  | 
growing  suburban  area,  south  zone  9.t  i 
Must  love  to  write,  appreciate  local  news  | 
while  inspiring  staff  of  six.  jPesume,  letter, 
salary  requirements  to: 

Box  2468,  Editor  &  Publisher  Classified, 

770  Broadway,  7th  Floor 
New  York,  NY  10003 
E-mail:  magicstone@mindspring.com 

Northern  Nevada  5-day  daily  seeks  I 
GENERAL  ASSIGNMENT  REPORTER.  Good  ' 
pay  and  benefits,  D.O.E.  Call  Gary  or  Lee:  | 
(775)623-5011,  ! 


NEWS  EDITOR:  The  Evening  Sun,  a  21,000 
circulation  daily  PM  newspaper  in  south- 
central  PA,  needs  a  news  editor  to  run  the 
deadline  show.  Must  have  great  news  judg¬ 
ment,  solid  copy  editing  and  design  skills 
worthy  of  laying  out  front  page.  Quark  ex¬ 
perience  preferred,  but  will  train  if  you’re 
the  aggressive  newsie  we  want.  This  is  a 
dayside  management  position  with  lots  of 
room  for  advancement  in  a  location  that’s 
close  to  Harrisburg,  Baltimore,  and  Wash¬ 
ington,  DC.  Send  resume  and  clips  to  Lori 
Goodlin,  editor.  The  Evening  Sun,  136  Balti¬ 
more  Street,  Hanover,  PA  17331  or  E-mail: 
lgoodlin@eveningsun.com 

'  EDITORS 

Two  very  good  business  newspapers  looking 
for  newsroom  leadership  to  get  even 
better.  Awards,  respect  and  a  great  staff 
are  waiting  for  the  right  editors  to  come  in 
and  take  charge.  Great  company  with  lots 
of  opportunities  in  great  cities  across  the 
nation.  Send  resume  and  samples  to: 

Box  2512,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

NATIONAL/FOREIGN  EDITOR 
The  Wisconsin  State  Journal  in  Madison, 
ranked  as  one  of  the  best  places  to  live  in 
the  country,  is  seeking  a  national/foreign 
editor  to  oversee  wire  and  local  reporting 
of  national  and  world  news.  This  editor  will 
also  contribute  to  a  Sunday  analysis 
section  and  develop  contacts  at  the  Univer¬ 
sity  of  Wisconsin  and  with  the  international 
community  in  the  state.  At  least  three 
years  of  daily  newspaper  experience  and  a 
bachelor’s  degree  are  preferred.  Send  ap¬ 
plication  letter,  resume  and  work  samples 
by  2/01/02  to:  Wisconsin  State  Journal, 
Attn:  Human  Resources,  Box  8056,  Madison, 
Wl  53708. 

OPPORTUNITIES  UNDER  THE  SUN 
There  is  a  reason  The  Sun  in  Southwest 
Florida  has  the  largest  circulation  gain  in 
America  for  the  last  decade  (54%):  We’re 
getting  better  every  day.  Maybe  you  should 
check  us  out.  If  you  are  an  outstanding 
copy  editor  or  sports  designer  who  knows 
QuarkXPress  and  prefer  sunshine  over  ice 
and  snow.  E-mail  or  mail  your  resume  to: 
mparsons@sun-herald.com 
Mike  Parsons,  Charlotte  Sun 
23170  Harborview  Road 
Port  Charlotte,  EL  33980 

ASSISTANT  NEWS  EDITOR 
The  Wisconsin  State  Journal  in  Madison, 
ranked  as  one  of  the  best  places  to  live  in 
the  country,  is  seeking  an  assistant  news 
editor  to  help  oversee  the  news  copy  desk. 
Candidates  should  have  a  bachelor’s 
degree,  at  least  three  year’s  of  experience 
as  a  copy  editor  on  a  daily  and  pagination 
skills.  Knowledge  of  the  Harris  system  is 
helpful.  Send  application  letter,  resume 
and  work  samples  by  2/1/02  to:  Wisconsin 
State  Journal,  Attn:  Human  Resources,  Box 
8056,  Madison,  Wl  53708. 

MANAGING  EDITOR  for  community/ 
alternative  hybrid  in  Fayetteville,  NC.  Com¬ 
plete  editorial  management,  writing  and  lay¬ 
out.  PageMaker/QuarkXPress.  25-30)<, 
benefits.  JLS@Media-Services.ws 


NKWS 
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NEWSNET  EDITORIAL  DIRECTOR 
The  Brigham  Young  University  Dally  Universe 
and  NewsNet  have  a  full-time  opening 
for  an  editorial  director.  The  successful 
candidate  will  supervise  the  work  of  full¬ 
time  assistants  and  of  students  involved  In 
producing  print  products  and  on-line  news 
programs  in  cooperation  with  faculty  teaching 
the  academic  courses  In  those  areas.  In 
a  mentoring  environment,  the  editorial  di¬ 
rector  will  direct,  teach,  encourage  and 
counsel  class  members  and  student  staff 
members  as  they  gather.  Interpret  and  deliver 
news  for  various  traditional  and  new 
media  sources  including  newspaper,  maga¬ 
zine  and  on-line.  The  position  requires  pro¬ 
fessional  expertise  In  news  management, 
reporting,  writing  and  editing.  Experience  in 
photography,  graphics,  online  publishing 
and  related  skills  are  beneficial. 

For  further  information  please  view  the  web 
site  at  www.byu.edu  under  the  employment 
tab  or  by  E-mail  to  Jim_Kelly@byu.edu  or  by 
telephone  at  (801)  378-1379. 


REPORTER  for  Lake  Placid  News  Bureau  for 
21,500  daily  and  22,500  Sunday  committed 
to  local  news.  Coverage  of  state  agencies, 
towns,  villages,  schools,  features  and 
some  sports,  including  Winter  Olympic 
venues.  Must  be  experienced,  motivated. 
Flexible  work  schedule.  Resume  and  clips 
to  News  Editor  Lois  Clermont: 

Press-Republican 

P.O.  Box  459,  Plattsburgh,  NY  12901 
REPORTER 

The  Courier,  a  20,000-circulation  dally 
newspaper  in  Houma,  LA.,  has  an  immediate 
opening  for  a  reporter.  Candidates 
should  have  previous  writing  experience 
for  their  college  newspapers  or  for  profes¬ 
sional  publications.  We’re  looking  for  a  col¬ 
lege  graduate  with  strong  analytical  skills, 
energy  and  command  of  the  English  lan¬ 
guage.  The  Courier  is  owned  by  the  New 
York  Times  Co.,  which  offers  great  benefits 
and  advancement  opportunities.  Send  your 
resume  and  clips  to:  The  Courier,  Keith 
Magill,  city  editor;  P.O.  Box  2717,  Houma,  : 
LA  70361 ;  or  E-mail  them  to: 

keith.magill@houmatoday.com. 

SPORTS  EDITOR/ASSISTANT  CITY  EDITOR  , 
The  Scranton  Times-Tribune,  a  65,000  ' 
daily  with  morning  and  evening  editions  in  i 
northeastern  Pennsylvania,  seeks  two  key 
newsroom  managers: 

SPORTS  EDITOR:  We  need  an  editor  who  is 
as  passionate  about  prep  sports  as  pro 
sports  to  lead  and  develop  a  staff  of  14. 
Ideal  candidate  will  be  a  proven  journalist 
with  strong  word  and  visual  skills,  excellent 
news  judgment  and  a  thorough  knowledge 
of  sports.  The  editor  will  shape  coverage, 
oversee  production  and  handle  some  ad¬ 
ministrative  duties. 

ASSISTANT  CITY  EDITOR:  We  need  a  strong 
words  editor  who  can  think  outside  the  box 
to  fill  a  key  position  on  the  city  desk.  Ideal 
candidate  will  have  a  strong  news  back¬ 
ground  and  show  the  ability  to  generate  in¬ 
teresting  enterprise  stories  and  lead  a 
team  of  reporters. 

Reply  to  Lawrence  K.  Beaupre,  managing 
editor,  The  Scranton  Times-Tribune,  149 
Penn  Avenue,  Scranton,  PA  18503. 


EDITORIAI. 


SPORTS  EDITOR 

Want  to  work  at  a  daily  newspaper  with  sizzle? 
The  Trentonian  in  Trenton,  NJ  is 
seeking  a  career-minded  individual  for  the 
top  job  in  the  Sports  Department  in  this 
50,000  seven-day  daily.  The  sports  editor 
will  manage  a  staff  of  reporters  committed 
to  providing  the  best  sports  coverage  from 
high  school  to  professional.  Candidates 
should  have  three  to  five  years  experience 
and  be  able  to  manage  in  a  competitive  en¬ 
vironment.  Cover  letter  and  resume  to: 

Dave  Bonfield,  Publisher,  The  Trentonian 
600  Perry  Street,  Trenton,  NJ  08618-3996 

SPORTS  EDITOR 

The  readers  of  The  Colorado  Springs  Gazette 
(101,000  daily,  119,000  Sunday) 
need  a  sports  editor.  They  look  ot  us  to 
cover  the  U.S.  Olympic  CoiTimittee,  Air 
Force  Academy  sports,  the  University  of 
Colorado,  the  Denver  pro  teams,  local  Divi¬ 
sion  I  hockey  and  soccer  programs,  a  robust 
prep  scene,  a  AAA  baseball  club,  and 
more.  As  sports  editor,  you  will  inherit  one 
of  the  nation's  best  sports  sections  -  tops 
daily  and  Sunday  in  the  2000  APSE  contest 
-  at  a  newspaper  whose  circulation  is  grow¬ 
ing.  We  require  five  years'  sports  experience, 
and  a  significant  amount  of  supervisory  edit¬ 
ing  experience.  Resume,  clips  and 
references  to:  Sharon  Peters,  Editor,  The 
Gazette,  30  S.  Prospect  St.,  Colorado 
Springs,  CO  80903.  No  phone  calls, 
please. 

REPORTER 

The  Daily  Press,  a  28,000  plus  circulation 
morning  paper,  has  an  immediate  opening 
for  an  aggressive,  enterprising  reporter  to 
cover  general  assignment,  city  government 
and  occasional  features.  A  Bachelor’s  de¬ 
gree,  knowledge  of  AP  style  and  critical 
thinking  skills  required.  Previous  reporting 
experience  and  photo  skills  preferred.  Can¬ 
didates  must  pass  AP  style  test,  repor¬ 
ting/writing  test  and  spelling  test.  The  Daily 
Press  is  located  in  the  High  Desert  of 
Southern  California,  approximately  95  miles 
northeast  of  Los  Angeles.  A  cover  letter 
and  resume,  with  qualifications,  should  be 
sent  directly  to:  Don  Holland,  Daily  Press, 
P.O.  Box  1389,  Victorville,  CA  92393. 

UMCONNECTION  SEEKS  REPORTERS 
UMConnection,  the  newspaper  of  the 
United  Methodist  Church  in  the  Baltimore- 
Washington  area,  is  seeking  reporters.  Cor¬ 
respondents  should  have  writing  experi¬ 
ence  and  be  committed  to  objective  repor¬ 
ting.  Most  stories  are  assigned.  Payment  is 
per  story  and  is  competitive  with  other 
top-notch  religious  publications.  It  is  helpful 
for  correspondents  to  know  and  love  the 
United  Methodist  Church.  Taking  photos  re¬ 
quired.  Correspondents  should  be  available 
for  periodic  meetings  and  training.  The 
UMConnection  reflects  the  church’s  diversity 
and  ethnic  writers  should  apply.  Submit 
writing  samples  to  Melissa  Lauber  at: 
mlauber@bwcumc.org 
Or  Fax  to  (410)  309-9794 

WANTED:  Skeptical,  digging,  tenacious, 
creative  investigative  REPORTER  to 
conduct  investment  research  full-time  for 
San  Francisco  Hedge  Fund.  Not  a  writing 
position.  Must  work  out  of  SF  office.  Email: 
amw@cannellcap.com 


EDITORIAL 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher 
of  alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  paper  in  Ft.  Lauderdale.  We 
want  reporters  who  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily  papers.  The 
ideal  candidates  will  be  able  to  create 
in-depth,  welkrafted  stories  that  explore 
the  issues,  events  and  personalities  of  their 
community. 

New  Times  publishes  magazine-style 
weekly  newspapers  covering  local  news, 
politics,  arts  and  music  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Los 
Angeles,  Ft.  Lauderdale,  Cleveland,  St. 
Louis,  Kansas  City  and  Oakland.  We  offer 
competitive  salaries  and  benefits.  Qualified 
applicants  should  send  cover  letter,  resume 
and  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MAILROOM 


MAILROOM  MANAGER 

The  Daily  Camera  is  seeking  a  mailroom 
manager.  BA  in  business,  production  or  re¬ 
lated  field  with  5  years  experience  in  pro¬ 
duction  systems  from  front  end  to  P&H  pro¬ 
cessing  IS  preferred  with  minimum  2  years 
supervisory  experience.  Bilingual  in  Spanish 
and  English  is  highly  desirable.  Must  lead 
and  manager  our  P&H  staff,  develop  budg¬ 
ets,  plans  and  strategies;  monitor  repair 
ana  preventative  maintenance  for  all  equip¬ 
ment.  Competitive  pay  and  benefits  package. 
For  more  information  at : 

www.thedailycamera.com. 

Send  cover  letter,  resume  and  salary  request 
to:  Daily  Camera,  Attn:  HR,  P.O.  Box 
4579,  Boulder,  CO  80306  or  E-mail  to: 
jobs@thedailycamera.com.  EOE 


PRESSROOM 


PRESSROOM  MANAGER 
The  Daily  Breeze  seeks  to  fill  the  position 
of  Pressroom  Manager.  The  qualified  candi¬ 
date  will  be  responsible  for  the  activities 
and  professional  development  of  press 
crews,  press  operators  plus  maintenance 
and  electrical  staff,  operation  and  mainte¬ 
nance  of  the  press  and  delivery  of  high 
quality  products  in  a  timely  and  professional 
manner.  Candidates  also  need  to  prepare 
press  impositions,  schedule  press  crews, 
and  coordinate  major  maintenance 
projects.  The  position  requires  five  years 
previous  supervisory  experience  plus  five 
years  as  a  press  journeyman.  College  degree 
plus  two  years  press  maintenance  experience 
preferred.  To  apply,  please  FAX 
resumes  to  Human  Resources  at: 

(310)  540-9455 

E-mail  to:  jobs@dailybreeze.com 
Or  mail  to: 

Daily  Breeze 
Attn:  Human  Resources 
5215  Torrance  Blvd.,  Torrance,  CA  90503 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 


PRESSROOM 


PRESSMEN  needed  for  growing  Colorado 
community  newspaper.  24,000  am  daily 
with  commercial  printing  operation.  Goss 
Urbanite,  running  4  section  papers.  Come 
join  a  dedicated  staff  and  management 
team.  Competitive  wages,  125  Cafeteria 
Plan,  paid  vacation  and  relocation 
expenses.  Contact:  Kevin  Kocher,  Production 
Manager,  Greeley  Tribune,  P.O.  Box 
1690,  Greeley,  CO  80632,  (970) 

352-0211  or: 

kocher@greeleytrib.com 

PRESSROOM  MANAGER 
The  San  Jose  Mercury  News,  a  Knight  Ridder 
paper,  is  seeking  a  Pressroom 
Manager  with  offset  web  press  experience. 
The  ideal  candidate  will  be  responsible  for 
the  entire  operation  of  the  pressroom,  in¬ 
cluding  the  coordination  of  work  flow,  man¬ 
aging  the  pressroom  budget,  and  overseeing 
the  newsprint  warehouse.  In  a  deadline 
driven  environment,  this  individual  will  monitor 
and  maintain  quality  and  waste  goals, 
coach  and  tram  staff  to  meet  their  full  po¬ 
tential,  and  manage  multiple  projects. 
Knowledge  of  Headliner  offset  and  Metro 
press  preferred.  Experience  working  in  a 
production  atmosphere  is  required.  Must 
be  flexible  in  work  hours.  Please  E-mail 
your  resume  to:  jobs@sjmercury.com;  or 
mail  your  resume  to:  HR,  San  Jose  Mercury 
News,  750  Ridder  Park  Drive,  San  Jose,  CA 
95190.  EOE. 


PRODUCTION/TECH 


PRODUCTION  DIRECTOR 
Must  have  demonstrated  expertise  with 
color  web  press,  mailroom  operations, 
commercial  printing  sales  solicitation  and 
implementation.  Send  letter,  resume,  salary 
history,  work  samples  to  John  Brewer,  pub¬ 
lisher,  Peninsula  Daily  News,  305  W.  First 
Street,  Port  Angeles,  WA  98362. 

www.peninsuladailynews.com 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


www.eclitorandpublisher.com 
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Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING 


Fax :  (646)  654-5312 
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-HELP  WANTED- 


BUSINESS  DEVELOPMENT  MANAGER 
Add  Inc,  a  division  of  Journal  Communica¬ 
tions,  Is  seeking  Business  Development 
Managers  for  our  Wisconsin,  Vermont,  Elorl- 
da,  Ohio  and  Connecticut  locations. 

The  successful  candidate  will  assist  with 
the  implementation  of  creative  sales  and 
marketing  plans  focusing  on  the  key  com¬ 
ponent  of  targeted  potential  account  pres¬ 
entations.  Responsibilities  include  the  fol¬ 
lowing: 

•  Assist  managers  to  achieve  sales  goals 
and  produce  results 

•  Help  to  identity  customers  through  outside 
resources 

•  Spearhead  the  implementation  of  the 
Creative  Sales  and  Marketing  Plan 

•  Assist  the  managers  to  gather  data,  con¬ 
duct  research  and  interviews  with  current 
or  potential  customers  with  the  goal  of 
producing  new  incremental  revenue 

•  Visit  customer  sites  with  managers 

•  Recommend  ideas  to  property  managers 
for  upgrading  current  products  or 
creating  new  product  items 

•Provide  sales  information,  statistics,  re¬ 
search,  surveys  and  other  valuable  infor¬ 
mation  that  will  allow  the  sales  people  to 
sell  professionally  and  confidently 
The  ideal  candidate  should  posses: 

•  Strong  sales  background,  track  record  of 
success  required 

•  Excellent  oral  and  written  communication 
skills 

•  Weekly/shopper  publication  experience 
preferred 

•  Organizational,  problem  solving  and  deci¬ 
sion  making  ability 

•  PowerPoint,  ACT,  word,  excel  working 
knowledge 

•  College  degree  preferred 

Great  earning  potential  and  comprehensive 
benefit  package  as  an  employee  of  our 
company,  you  will  have  the  opportunity  to 
become  an  employee  owner. 

•  Please  specify  location  preference 
Send  cover  letfer  and  resume  to: 

Add  Inc 

Attn:  Valery  Sokol,  Human  Resources 
P.O.  Box  609 
Waupaca,  Wl  54981 
Vsokol@add-inc.com 


-POSITIONS  WANTED- 


.VDMINISTRATIVK 


EXPERIENCED  PUBLISHER,  dailies  and 
weeklies,  seeking  position  in  Zone  4  or  6. 
20  years  of  P&L,  budgeting  and  sales  expe¬ 
rience.  Results  oriented,  good  reference. 

Call  (704)  225-8680 
Or  E-mail:  ilowman  l@carolina.rr.com 

PROFESSIONAL  with  12  years  community 
newspaper  management  (daily/weekly) 
seeks  new  challenge  as  publisher,  GM  or 
department  head.  Solid  experience  in  all  de¬ 
partments.  Available  immediately. 

(970)  704-1402  or  kwt@sopris.net 

_ CIRCUIATION _ 

CIRCULATION  MANAGER  seeks  new  chal¬ 
lenge.  18  years  with  top  5  metro.  Sales  ex¬ 
perience  and  people  oriented.  Fax  (703) 
239-1015  or  E-mail:  bk22310@aol.com 

EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  in  New  York. 

Phone/Fax  (631)  588-2735 

_ KDirORl.M. _ 

CREATIVE  REPORTER  with  wordsmith  abilities 
and  experience/contacts  in  Brooklyn 
and  Queens  seeks  editor/reporter  )ob.  Call: 
(917)407-6852 

Ni:VVSM.\N.U.l.MKN'T 

NATIONAL  AWARD  WINNING  Internet  pub¬ 
lishing  professional  seeks  senior  role  in  a 
maior  news  organization  where  my 
strategic  and  operational  abilities  can  be 
harnessed  to  direct  online  news  operations 
toward  profitability.  Resume  posted  at: 
www.mo]oweb. com/resume/ 

E-mail:  pmckenna@mo)Oweb.com 

_ pnor()GR.\pnv _ 

VETERAN  PHOTOJOURNALIST. 

Bi-lingual.  Major  daily  newspapers  include 
Cleveland  Plain  Dealer,  Boston  Globe, 
Seeking  permanent,  f/t  position. 
Email:phodogl@aol.com 


CLnSSIFIED  nOUERTISERS 


If  you  don’t  see  a  category  that  fits  your 
needs,  please  call  us  at: 

(888)-825-9149 

For  space  and  material  deadlines,  call: 

Hazel  Preuss  at:  (646)  654-5302 
IRichele  (RacRIahon  at:  (646)  654-5303 
michele  Golden  at:  (646)  654-5304 


Editor  &  Publisher  has  been  your  communication  link  to 
the  newspaper  industry  every  week  since  1884. 

w 


E&P 


CLASSIFIED  ADVERTISING 
INFORMATION 


1 


DEADLINES 

ygmijllijill 

LINE  AD  RATES 


Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. 813.25 

1  week . 

. $12.10 

2  weeks . 

. $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks  . 

. $  9.15 

4  weeks  . 

. $  8.00 

12  weeks  . 

. $  8.75 

1 2  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

BLIND  BOXES;  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks  . 

.  $120 

52  weeks  . 

. $  95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline:  advertisers  with  a  payment  record  in  good 
standing  may  be  billed  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


www.editoranilpublislier.com 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address.  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 
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www.editorandpjblisher  com 


No  Sales  Staff  Should  Be  Without  One 

Publishers,  General  Managers  Advertising  Executives, 
Circulation  Managers,  Marketing  Managers,  Advertising 
Agency  Executives,  New  Media  Executives,  etc. 

Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
U.S.  and  Canadian  newspaper  industry 

It's  Easy,  It's  Fast,  It's  Simple 

The  fast,  menu  activated  search-and-display  capability  of  our 
CD-ROM  makes  finding  data  and  compiling  lists  easier  than 
ever. 

Customize  Your  Search  By  Any  Field 

Search  newspapers  by  Titles,  Personnel  Names,  City,  State, 
County  and  Zip  Codes.  Search  for  special  topic  editions; 
Religious,  Ethnic,  Alternative.. ..and  much  more! 


•  Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  \  ^ 

to  your  PC  in  a  wide  range  of  file 

formats.  Customize  mailing  lists  for  .  "  y 

each  of  your  communications  projects 

from  traditional  mass  mailings  to  broadcast 

e-mails  to  telemarketing.  Create  your  own  contact 

management  database  with  applications  like  Act  or  Access. 

*  CD-ROM  Sections 

The  Year  Book  CD-ROM  lists  over  90,000  personnel  names 
including  all  U.S.  Dailies,  U.S.  Weeeklies,  Canadian  Newspapers, 
Foreign  Newspapers  and  Mechanical  Equipment  sections... 

...  names  of  contacts  and  their  areas  of  responsibility,  plus  other 
critical  information  about  newspapers,  newspaper  suppliers  and 
service  companies 

SYSTEM  REQUIREMENTS:  Windows  95.  98  and  NT  -  32  MB  of  RAM  minimum.  SVGA  Monitor  or 
higher.  10  MB  available  hard  dnve  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7  or  later, 
2,5  MB  RAM  minimum,  2  MB  available  hard  dnve  space.  DOS  -  VGA  monitor  or  higher,  DOS  3.3  or 
higher.  Microsoft  CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)  336-4380  ext.  1  or  order  online  at  www.editorandpublisher.com 


YEAR  B(X)K 


_ _ 


E AP*9  lirterfartfo|tat  Year  Book  is  the«trtl^tative  source  to  ypd  \he  plpoplq  you 
nOed  to  reach  and  the  information  you  need  to,  know  -  newsnier  py 


"-T'l ' '  \  \  \ 


i  \ 


j  •  U.S.  &  Canadian  Dailies 

I  qt  '.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 
^  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 
Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


■  VOL.  2 

^  •  U-S.  &  Canadian  Community  Weeklies 
I  L.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


VKAR  B<K)K 
\V1K)N  WHERE 


VOL.  3  ; 

, '^')phabetical  listing  of  personnel  from  Dailies,  Weeklies, 
Groups,  Services,  Shopper  and  Niche  Publications,  i 
I  •  Name,  Title,  Company,  Phone,  City  &  State  ! 


>  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


Call  1-888-612-7095  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $205  and  Save  40% 
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JACK  EDWARDS/(£)NEW  ORLEANS  CONVENTION  AND  VISITORS  BUREAU 


MARKET  PROFILE 


Focus  ON 


Jr.  told  Ltsr  last  week.  vV  e  re  a  major 
metro  daily  that  has  won  Pulitzer  Prizes  — 
and  runs  photos  of  your  grandparents  on 
their  50th  wedding  anniversaiy." 

Part  of  that  coverage  includes  an  exten¬ 
sive  zoning  system.  According  to  Phelps, 
the  paper  puts  out  20  broadsheet,  zoned 
editions.  Most  of  the  zoned  sections 
appear  semiw'eekly,  although  some  appear 
weekly.  They  are  folded  into  The  Times- 
Picayune  and  distributed  to  subscribers  — 
and  also  are  delivered  to  nonsubscribers  in 
each  of  the  zones,  Phelps  said. 

The  paper  last  April  added  health-and- 
fitness  coverage  to  its  Thursday  issues. 

The  change  has  attracted  an  average  of 
an  additional  two  pages  of  advertising 
weekly,  Phelps  said. 

Spanish  coin  it  cost 
—  the  6 '/+-cent  “picavune.”  The  paper 
merged  with  its  bitter  rival.  The  Times- 
Demoerat,  in  1914  to  form  The  Times- 
Picayune,  which  was  purchased  (along 
with  its  evening  sibling,  the  States-ltem) 
by  S.I.  “Sam”  Newhouse  in  1962  for  $42.7 
million.  William  Faulkner  WTote  for  the 
paper  when  he  lived  in  the  French 
Quarter,  and  William  Sydney  Porter 
assumed  the  name  O.  Heniy  at  The 
Time.s-Picayune  —  to  avoid  legal  problems 
back  in  Texas,  where  he’d  li\  ed  pre\iously. 

The  Times-Pivay line’s  daily  circulation 
for  the  sLx-month  period  ended  Sept.  30 
averaged  254,897  copies,  according  to  the 
publisher’s  statement  submitted  to  the 
Audit  Bureau  of  Circulations.  The  figure 
repre.sents  a  decline  of  3.7%  from  the 
same  period  a  year  earlier.  The  paper’s 
Sunday  circulation  for  the  period  ending 
Sept.  30  was  285,425,  down  3,4%, 
according  to  the  publisher’s  statement. 

Commenting  on  the  drop,  Phelps 
said  the  paper  last  year  cut  back  on 
discounted  subscriptions  that  had  led 


With  the  highest  penetration  in  a  top-50  metro  market.  The  Times- Picayune  can  toot  its  own  horn. 

Neiohouse  nexcspaper:  The  Big  Only 


The  Battle  of  New  Orleans  a  one-sided  affair  on  the  media  fronts 


BY  F:1LEEN  DAVIS  HUDSON  AND  TODD  SHIELDS 

IT’S  NICE  TO  BE  THE  ONLY  GAME  IN  TOWN.  ThE  TiMES- 
Picayune  is  the  lone  daily  newspaper  in  the  New  Orleans 
market,  but  even  that  may  understate  the  predominance 
enjoyed  by  Advance  Publications’  Big  Easy  broadsheet. 

As  the  Newhouse  family’s  paper  informs  advertisers,  The 
Times-Picayune  has  the  highest  daily  penetration  of  its  market  of 
any  paper  in  the  top  50  metropolitan  markets.  According  to  a 
recent  Scarborough  Research  report.  The  Times-Picayune 

enjoys  59-8%  daily  penetration  in  its  $75,000,  as  well  as  85%  of  adults 

seven-parish  area.  And  the  paper  claims  employed  as  professionals  and 
it  is  seen  by  nearly  eight  of  10  adults  managers  in  the  metropolitan  area, 

each  week.  according  to  the  paper. 

Those  who  see  and  read  the  paper  “We  cover  our  market  like  no 

weekdays  and  Sunday  include  88%  of  other  top-50  metro  paper,”  Times- 

those  with  household  incomes  exceeding  Picayune  Publisher  Ashton  Phelps 


AD  SPENDING  BY  IvU- niA 

NEW  ORLEANS  /Ul  dollars  are  n  thousands  (OM) 

JAN.-DEC.  2000  JAN.-DEC.  1999 
$118,920.77  $108,015.02 

$84,845.52  $100,962.38 

$13,922.26  $15,682.43 

$10,968.87  $8,515.82 

$228,657.42  $233,175.65 

Source:  Competitive  Media  Reporting 
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to  large  circulation  gains  in  earlier  years. 

Still,  The  Times-Picaijune  retains  an 
unusually  strong  position,  and  the 
advertising  community  acknowledges 
the  paper’s  dominance. 

“We’re  a  one-paper  towm,”  said  Bob 
Rupp,  president  of  Rupp  Marketing,  an 
agency  based  in  suburban  Metairie  that 
has  clients  in  automobile  sales,  health 
care,  and  tourism.  “Having  just  one  paper, 
they  have  a  very  high  penetration  rate.  It’s 
kind  of  easy  for  us  dowm  here”  to  choose 
where  to  place  print  ads,  he  added. 

Rupp  and  others  interviewed  character¬ 
ized  Times-Picayune  workers  as  polite  and 
easy  to  deal  with.  In  addition,  Rupp  said, 
the  paper’s  ad  sales  staff  is  “finally  playing 
to  their  strength”  —  lots  of  column-inches 
that  let  advertisers  detail  their  inventories 
or  offer  eye-catching  displays. 

In  recent  years,  the 
paper  has  come  up  with 
enticing  pitches,  such  as 
expanded  display  for  a 
modest  additional  fee  or 
adding  color  to  what 
formerly  would  have  run 
as  black-and-white  ads, 

Rupp  said.  “It’s  a  fairly 
smart  marketing  ploy,” 
he  observed. 

According  to  The  Times- 
Pieayune,  its  deep  pene¬ 
tration  lets  it  deliver 
readers  to  advertisers  at 
one  of  the  country’s  lowest 
costs  per  thousand.  None¬ 
theless,  some  advertisers  said  yearly 
increases  on  The  Times-Picayune's  rate  ; 
card  have  led  them  to  boost  their  buys  in 
broadcast  media,  where  rates  have 
dropped  amid  incre;ising  competition. 

“If  you’re  committed  to  a  newspaper  j 
strategy  and  you  look  at  the  top  50  news-  j 
paper  markets  in  the  U.S.,  I  think  The  i 
Times-Pieayune  is  efficient,”  said  Julian 
Mutter,  president  of  Doerr  Furniture,  a  i 
prominent,  locally  owned  retailer.  “The 
bigger  question  is:  Is  that  the  medium  i 
you  spend  your  dollars  on?”  Mutter  said 
he  has  increased  the  allocation  to  broad¬ 
cast  in  his  advertising  budget,  but  retains 
a  significant  portion  dedicated  to  The 
Times-Picayune. 

New  Orleans  also  plays  host  to  other 
print  vehicles  that  serve  the  market’s 
diveise  communities.  i 

The  New  Orleans  Tribune  is  a  weekly  : 

newspaper  (distribution  45,000)  that  ! 

targets  the  African-American  community.  ! 

Dolan  Media  Co.  publishes  the  highly 


regarded  weekly  business  journal.  New  \ 

Orleans  CityBusiness,  which  has  a  paid  | 
circulation  of  about  15,000.  Print 
offerings  also  include  the  Spanish- 
language  paper  La  Prensa  and  nearly  30 
other  targeted  publications. 

1 

Most  see  TV  \ 

In  broadcast  TV  terms,  the  New  | 

Orleans  market  ranks  43rd  in  the  United  i 
States  with  636,340  TV  households,  | 

according  to  Nielsen  Media  Research. 

And  here,  too,  one  outlet  dominates. 

Belo’s  CBS  affiliate,  WWL-TV,  is  the 
longtime  market  leader,  far  outdistancing 
its  competitors  in  local  news  ratings.  In  | 
fact,  WWL  has  the  highest  ratings  in  the  j 
country’s  53  metered  markets  in  many  j 
time  periods  —  in  households  as  well  as  in  | 
some  key  viewer  demographic  groups.  I 


In  the  February  sweeps  last  year,  j 

WWL’s  6  p.m.  weekday  newscast  came  | 
in  tops  in  all  U.S.  metered  markets  in  j 
households  (with  an  average  19.6  rating 
and  a  31  share),  while  the  station’s  5  and  i 
10  p.m.  news  programs  placed  second.  j 
WWL’s  6  and  7  a.m.  morning  newscasts  j 
also  ranked  first  and  second,  respectively,  ! 
among  the  country’s  metered  markets,  | 
according  to  Nielsen.  i 

WWL’s  only  local  news  competitor  in  | 
the  mornings  is  Hearst-Argyle  Television  ! 
Inc.’s  NBC  affiliate,  WDSU-TV,  which  | 
offers  an  hour  of  local  news  from  6  to  7  I 
a.m.  and  carries  NBC’s  Today  from  7  to  10 
a.m.  WWL’s  closest  overall  competitor  is 
also  WDSU,  which  ranks  second  in  the 
market  in  sign-on-to-sign-oflf  ratings  and 
finished  second  in  the  6  and  10  p.m.  news  j 
periods  in  the  February  sweeps.  ! 

Former  independent  WGNO-TV  has 
worked  to  build  its  presence  since  taking 
on  an  ABC  affiliation  and  launching  a  j 
news  department  in  1996. 


WGNO  has  enjoyed  a  boost  since 
owner  Tribune  Co.  formed  New  Orleans’ 
first  duopoly  last  January  via  its  purchase 
ofWNOL-TV. 

In  cable,  Cox  Communications  Inc. 
is  the  only  operator  in  New  Orleans  i 

whose  systems  carry  the  local  broadcast 
stations.  Cox  controls  about  170,000  ! 

homes,  or  about  68%  of  cable  subscribers, 
in  the  market. 

Total  cable  penetration  in  the  New  ! 

Orleans  designated  market  area  is  about  { 
79%,  above  the  national  average  of  71%  ' 

in  the  country’s  top  50  markets,  according 
to  Scarborough  Research.  I 

New  Orleans  is  the  country’s 
42nd-ranked  radio  market.  Together, 
Entercom  Communications  Corp.,  Clear 
Channel  Communications,  and  Beasley 
Communications  Inc.  control  92%  of 
the  radio  advertising 
market  in  New  Orleans. 

Entercom’s  news, 
talk,  and  sports  station, 

WWL- AM,  has  long  been 
the  radio  home  of  the  city’s 
only  major  professional 
sports  franchise,  the 
National  Football  League’s 
New  Orleans  Saints. 

Another  Entercom 
property,  WSMB-AM,  last 
spring  completed  a  switch 
from  an  all-sports  format 
to  news  and  talk.  | 

One  of  the  fastest-  i 

grovvang  stations  in  New  ! 

Orleans  is  Entercom’s  WEZB-FM.  The 
contemporary  radio  outlet  tweaked  its 
format  to  include  more  urban  music. 
Entercom,  the  largest  radio  group  in  the 
market  with  six  stations  and  a  43.3%  share  I 
of  annual  advertising  revenue,  recently  j 

relaunched  one  of  its  outlets,  known  for-  I 
merly  as  WLTS-FM,  now  as  WKZN-FM. 

While  Entercom’s  WWL  is  the  market’s 
top  station  in  ad  billings.  Clear  Channel’s 
urban  WQUE-FM  is  the  longtime  leader 
in  ratings.  Clear  Channel  also  is  well- 
positioned  with  WNOE-FM,  the  only 
country  outlet  in  the  market,  and  with 
KKND-FM,  the  only  property  that  plays 
modern  rock  fare.  Clear  Channel’s 
WODT-AM  is  the  only  station  in  the 
market  featuring  traditional  and 
contemporary  rhythm  and  blues. 

New  Orleans’  main  outdoor  advertising 
companies  include  locally  owned  Marco 
Advertising,  Baton  Rouge-based  Lamar 
Advertising  Co.,  Clear  Channel  Outdoor, 
and  Viacom  Inc.’s  Infinity  Outdoor  Inc.  II 


NEWSPAPERS: 

THE  ABCS 

Jefferson  Parish;  174,433  Households 
The  Times-Picayune,  New  Orleans 

Orleans  Parish:  174,545  Households 
The  Times-Picayune,  New  Orleans 

St.  Tammany  Parish;  72,451  Households 
The  Times-Picayune,  New  Orleans 

St.  Bernard  Parish;  23,842  Households 
The  Times-Picayune,  New  Orleans 

St.  Charles  Parish;  17,471  Households 
The  Times-Picayune,  New  Orleans 

Plaquemines  Parish:  8,840  Households 
The  Times-Picayune,  New  Orleans 


Daily 

Circulation 

Sunday 

Circulation 

Daily  Market  Sunday  Market 
Penetration  Penetration 

93,045 

102,052 

53.3% 

58.5% 

94,600 

106,030 

54.2% 

60.7% 

32,755 

36,789 

45.2% 

50.8% 

13,446 

14,389 

56.4% 

60.4% 

8,580 

9,403 

49.1% 

53.8% 

4,345 

5,013 

49.2% 

56.7% 

Source:  Audit  Bureau  of  Circulations 
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Photo-processing  and  piatemaking  applications  share  the  stage 
with  Apple  Computer  Inc.’s  Mac  OS  X  and  QuarkXPress  5.0 


BY  JIM  ROSENBERG 

PHOENIX 


WHILE  TWO  VERY  FAMILIAR  NAMES  IN  PREPRESS 

technology  promoted  new  versions  of  their 
principal  programs,  two  lesser-known  develop¬ 
ers  previewed  imaging  products  for  smaller 
newspapers  at  the  Newspaper  Association  of 
America’s  SuperConference  here  last  week. 

Among  new  features  of  Mac  OS  X  —  the  multilingual  operating 
system  for  “Macs  [that]  don’t  crash  anymore”  —  Apple  Computer 
Market  Development  Executive  Mike  Dresscher  listed  resolution- 


aware  portable  document  format  built 
into  the  print  function;  capabilities  such 
as  iPhoto  to  handle  images  directly 

from  a  digital  camera;  and  - 

Unix  terminal  window 
availability. 

Having  helped  make  the 
Mac  a  must,  Quark  Inc. 
unveiled  XPress  5.0,  a 
version  of  the  design  and  ' 

pagination  program  built  for 
media-independent  pub¬ 
lishing  that  is  “more  stable 
and  more  productive  than 
before,”  said  Senior  Product 
Manager  Bret  Mueller. 

Aiding  productivity  in 
photographic  processing, 

Applied  Science  Fiction  Inc., 
a  technology  spinoff  from 
IBM,  is  combining  digital 
processing  with  “dry”  film 
processing.  The  Austin,  — 

Texas,  firm  already  can  repair  images  from 
old  or  damaged  negatives  and  prints,  and  it 
has  packaged  its  hardware  and  software 
into  retail  kiosks.  But  ASF  also  sees  a 
market  among  newspapers  wishing  to 
move  into  digital  production  and  maintain 


their  photo  quality  without  handing  cdl 
photographers’  high-end  digital  cameras. 
ASF  has  packaged  Digital  ICE^  —  the 


.IliST  MINUTES  TO  -i..' 


“Ice  Cube”  technology  found  in  some 
consumer  products.  Its  three  components 
are:  Digital  ICE,  to  remove  surface  defects 
from  film  or  prints  (but  not  those  in  the 
image);  Digital  ROC,  which  automatically 
rebuilds  lost  color  values  “by  looking  at  the 


[remaining]  dye  levels”;  and  Digital  GEM 
algorithms  that  read  silver-halide  grain- 
level  detail  for  best  color  and  sharpness. 

Digital  PIC  (process,  image,  and  capture) 
develops  film  without  effluent,  waste,  or 
plumbing,  using  an  “almost  dry  ”  nontoxic 
chemistry,  then  digitizes  resulting  images 
in  real  time,  with  output  in  multiple 
formats  for  storage,  use,  or  transmission. 
Virtually  all  commercial  35  mm  film  can  be 
processed.  A  cartridge  sufficient  for  200 
film  rolls  before  change-out  can  develop  a 
roll  in  under  four  minutes,  extracting  the 
silver  and  recycling  the  roll,  according  to 
Michael  K.  Conley,  ASF  marketing  vice 
president,  who  added  that  a  system  suited 
to  newspapers  will  be  out  this  year. 

Digital  technology'  at  the  opposite  end  of 
prepress  imaging  also  is  aiming  at  papers  of 
modest  means  and  sizes.  Print  Imaging 
Sciences  Inc.  (Pisces),  Nashua,  N.H.,  will 
offer  newspapers  a  version  of  its  desktop 
JetPlate  computer-to-plate  (CTP)  imager, 
based  on  inkjet  technology.  On  the  horizon, 
Pisces  sees  on-press  inlget  imaging. 

With  inkjet  prices  and  sizes  decreasing, 
the  number  of  nozzles  increasing,  and  a 
billion  dollars  a  year  in  research  and 
development  that  have  “quality  levels  now' 
approaching  laser-based  imaging,”  said 
Pisces  CEO  Bruce  R.  Harrison,  the  tech¬ 
nology'  can  now'  be  turned  to  imaging  a 
broadsheet  aluminum  plate  in  about  20 
seconds.  The  concept  is  not  new,  but  until 

-  now,  said  Harrison,  inkjet 

CTP  has  been  costly  and 
restricted  to  black-only 
printing.  Obstacles  included 
reactive-fluid  problems  in 
the  delivery'  head,  environ- 
I  mentally  unfriendly  catalytic 

a>  fluids,  and  imaging  through 

©creation  of  masks  on  ultra¬ 
violet-sensitive  plates. 

Pisces  “liquid  light,” 
however,  “emulates  the  action 
of  UV  light”  on  the  plate,  but 
with  lower  capital  and  operat¬ 
ing  costs,  said  Harrison,  who 
put  the  cost  of  consumables 
at  SI  a  foot  of  plate  material. 
JetPlate  delivers  1440-by- 
720-dpi  resolution,  for  print¬ 
ing  at  133  lines  per  inch. 

A  fully  configured  system  consists  of  a 
workstation,  e.xposure  unit,  proofer  with 
dot-for-dot  output,  and  processor.  Newspa¬ 
per  systems  will  run  about  845,000  for  24- 
30  broadsheet  pages  per  hour  and  $85,000 
for  about  90  broadsheet  pages  per  hour.  11 


ASF:  Developing 
a  roll  of  film  faster 
than  you  can 
hard-boil  an  egg 
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One  cause  of  death  for  the  organization:  No  ‘viable  mission 


et  cetera 


Caribbean  wire 
is  closing  down 


media  success  story,  had  a  clientele  that 
included  papers  in  the  United  States. 


The  title  character  in  “The  Norm” 
comic  strip  by  Michael  Jantze  of 
King  Features  Syndicate  has  mar¬ 
ried  his  best  friend  Reine  Stark.  Jantze 
asked  readers  who  Norm  should  wed,  and 
they  chose  Reine  despite  her  not  being  on 
the  ballot!  ...  King  is  syndicating  “Sports 
Illustrated  For  Kids,”  the  weekly  column 
aimed  at  children  8  to  15  that  appears  in 
more  than  75  newspapers.  The  feature 
was  previously  distributed  by  Universal 
Press  Syndicate. 


Rare  Latino-themed  comic 

TO  END  AT  END  OF  THE  MONTH 

Peter  Ramirez  plans  to  end  “Raising 
Hector”  Jan.  31  if  he  can’t  find  a  syndi¬ 
cate  to  represent  the  strip,  which  has 
been  self-distributed  for  two  years. 

“Raising  Hector,”  which  predated 
Universal  Press  Syndicate’s  “Baldo,” 
was  one  of  the  few  Latino-oriented 
comics  to  ever  appear  in  mass-market 
newspapers. 


CARIBBEAN  MeDIA  CORP.  (CMC) 
closed  down  the  25-year-old 
Caribbean  News  Agency 
(CANA)  and  laid  off  50  of  54  staffers. 

CMC  contended  the  shutdown  is 
“temporary”  and  necessary  to  financial¬ 
ly  restructure,  according  to  a  story  on 
the  Global  Information  Network  site 
(http://www.globalinfo.org). 

CANA,  often  cited  as  a  Third  World 
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One  humble  pie  to  go 

Editorial  cartooning  sometimes  means  having 
to  say  you’re  sorry. 

When  Dave  Thomas,  founder  of  Wendy’s 
Old-Fashioned  Hamburgers  restaurants,  died 
Jan.  8,  Brian  Fairrington  drew  a  cartoon  for 
The  Arizona  Republic  in  Phoenix  showing  a 
tombstone  describing  the  burger  maven  as 
“another  overweight  American  who  ate  a 
lifetime  of  junk.” 

Fairrington,  a  contract  contributor  to  the 
Republic,  told  E&P  he  did  the  cartoon  after 
reading  an  early  story  indicating  Thomas  died 
from  heart-related  causes  —  and  a  biography 
saying  he  ate  a  double  cheeseburger  and  chili 
every  day.  When  it  was  reported  that  Thomas 
died  of  liver  cancer,  the  Republic  killed  the 
cartoon.  But  Fairrington  had  also  e-mailed  the 
drawing  to  a  major  cartoon  Web  site  (http:// 
cagle.slate.msn.com),  and  he  received  about 
300  angry  e-mail  messages  before  it  was  pulled. 

A  cartoonist  “has  the  right  and  obligation  to 
go  to  the  mat  on  a  killed  cartoon,”  Fairrington 
said,  but  in  this  case  the  Republic  “made  the 
correct  decision.”  He  added:  “Although  I 
wholeheartedly  agree  that  Americans  are  out 
of  shape  and  that  Dave  Thomas  did  in  fact  sell 
junk  food,  any  inference  that  he  died  from 
heart-related  problems  proved  to  be  incorrect. 
The  irony  of  all  this  is,  I  really  love  a  good 
bacon  double  cheeseburger!”  —  Dave  Astor 

A  Barry  nice  day 

Months  after  poking  fun  at  the  locals  in  a 
pair  of  columns,  Dave  Barry  on  Wednesday  will 
visit  Grand  Forks,  N.D.,  at  the  invitation  of  civic 
leaders.  The  Grand  Forks  Herald  will  announce 
the  winner  of  a  poetry  contest  (with  Barry  as  the 
subject).  He  will  ride  a  snowmobile,  try  ice  fish¬ 
ing  as  part  of  the  annual  Frosty  Bobber  Festival, 
and  stop  by  a  new  sewage  lift  station  that  will 
be  dedicated  in  his  honor.  Photos  of  Dave 
attached  to  a  stick  will  sell  for  $5.  —  G.M. 


_ THE  BEST  —  AND  REST  —  OF  THE  PRESS 

VI//  fh(’  editors  doctored  up  the  cut  uud  everiphin^j; 
like  fliut  to  nuike  it  look  icorse  thuu  it  did.  ' 


-  PRESIDENT  BUSH,  JOKING  ABOUT  PRESS  PHOTOS 
FOLLOWING  HIS  PRETZEL  ACCIDENT 


DAVID  GETZSCHMAN,  MERCED  (CALIF.)  SUN-STAR 

NO,  IT’S  NOT  A  FOREST  FIRE,  OR  BICYCLING  ON  MARS. 

Knowing  his  part  of  the  San  Joaquin  Valley  often  suffers 
from  dense  evening  fog,  photographer  Getzschman 
waited  for  a  special  shot  and  found  it  (on  the  way  home  from  work, 
as  usual)  on  a  typical  street  lined  with  trees.  He  set  up  his  Nikon 
DlH  with  a  14  mm  lens,  using  available  light,  and  waited  for  figures, 
such  as  this  bicyclist,  to  disappear  into  the  fog.  —  Greg  Mitchell 
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Shoptalk 


Journalists  pay  the  price  when  and  where  the  press  isn’t  free 


The  attacks  on  the  World  Trade  Center  and  the 
Pentagon,  and  the  start  of  what  President  Bush  has 
said  will  be  a  long  global  war  against  terrorism,  have 
created  heightened  challenges  for  all  of  us. 

But  the  dangers  were  great  enough  before  Sept.  11. 
The  past  10  years  were,  by  far,  the  most  lethal  decade  in  history  for 
reporters  and  editors.  More  than  1,300  journalists  have  been  killed 
on  the  job  or  because  of  it  since  the  18th  century,  according  to  figures 
compiled  by  the  Committee  to  Protect  Journalists  (CPJ)  and  other 
organizations.  Of  those  1,300, 458  died  in  the  1990s  alone. 


That  proportion,  more  than  a  third, 
resonates  tragically  with  The  Associated 
Press’  ovm  experience  in  its  153-year 
history.  The  faces  of  26  AP  staff  members 
adorn  the  photo  gallery  on  a  memorial 
wall  at  our  headquarters  at  Rockefeller 
Center  in  New  York.  Twenty'- 
six  since  1848  —  and  nine  of 
the  26  have  died  on  assign¬ 
ment  since  1993.  That  death 
rate  far  exceeds  the  casualties 
in  our  ranks  during  the 
organized  large-scale  combat 
of  either  World  War,  or 
Korea,  or  Vietnam. 

Why?  Well,  there  are  some 
practical  explanations.  We  at 
AP  have  experienced  them  all 
too  closely  and  understand 
them  all  too  well. 

The  three  most  recent  AP  newspeople 
killed  were  all  part  of  our  video  news 
production  units,  TV  newspeople:  Myles 
Tierney  and  Miguel  Gil,  both  ambushed 
and  gunned  down  by  rebels  in  Sierra 
Leone,  and  Kerem  Lawton,  struck  by  a 
mortar  round  on  the  border  between 
Kosovo  and  Macedonia.  Three  young, 
talented,  dedicated  journalists  doing  what 
we  do,  going  where  the  story  took  them. 


Of  the  nine  AP  staffers  lost  since  1993, 
all  but  two  were  either  video  or  still 
photographers.  Their  job  is  to  capture 
the  living  images  of  news  events.  Photo¬ 
journalists  and  their  cameras  must  be 
witnesses  themselves.  So  no  matter  what 
measures  we  take  to  assure 
their  safety  —  and  we  take 
many  —  the  risk  is  generally 
greatest  for  video  and  still 
photographers  assigned  to 
violent  stories.  Moreover, 
obviously,  photojournalists’ 
equipment  makes  them 
conspicuous. 

But  this  sort  of  explanation 
falls  well  short  of  accounting 
for  the  458  deaths  that  were 
counted  in  the  1990s.  Most  of 
the  victims  were  not  carrying  cameras. 
Many  were  not  even  on  assignment  when 
they  died.  Some  were  targeted  and  hunted 
down  in  their  offices  or  even  their  homes, 
dead  on  a  different  battlefield  but  surely 
martyrs  for  the  freedom  of  the  press. 

The  best  explanation  for  this  spike  in 
journalists’  deaths  may  be  one  offered  by 
Anthony  Collings  in  a  recent  book  called 
1  Words  of  Fire:  Independent  Journalists 
Who  Challenge  Dictators,  Drug  Lords,  and 


\  Other  Enemies  of  a  Free  Press.  Collings 
!  once  worked  for  us,  and  later  for  The 
Wall  Street  Journal,  Newsweek,  and  CNN. 
He  writes  that  reporters  enjoy  relative 
safety  where  there  is  press  freedom  — 

I  and  where  there  is  no  press  freedom  at 
all,  where  the  news  industry  is  state- 
owned  or  state-controlled. 

The  greatest  danger,  Collings  writes,  is 
in  places  where  there’s  a  transition  under 
!  way  between  suppression  and  freedom, 
where  democracy  has  gotten  a  foothold 
i  and  the  government’s  grip  on  information 
i  is  loosening.  Such  places  were  multiplying 
'  quickly  as  the  20th  century  came  to  an 
i  end.  Relying  on  information  gathered  by 
I  CPJ,  Collings  notes  that  nearly  40%  of 
the  world’s  population  now  lives  in  these 
so-called  ‘1>attleground’’  or  transitional 
I  countries.  They  are  battlegrounds  for 
I  press  freedom  —  battlegrounds,  as  well, 
for  many  other  issues. 

Assaults  and  intimidation  can  be  just 
as  effective  in  suppressing  the  truth  as 
arrests  and  assassinations. 

Some  governments  have  other  tools 
!  at  their  command:  sedition  laws, 
criminal-libel  laws,  Latin  America’s 
infamous  desacato  (or  contempt)  laws. 

All  are  available  for  use  against  truthful 
reporting  in  some  countries. 

So  is  the  time-honored  authoritarian 
!  tactic  of  controlling  the  news  by  limiting 
!  reporters’  access  to  people,  to  places,  to 
information.  It  is  censorship  by  denial  of 
access,  rather  than  censorship  by  the  blue 
pencil  or  whatever  we  could  say  passes  for 
a  blue  pencil  in  our  electronic  age. 

Of  course,  national-security  interests 
!  and  the  needs  of  law  enforcement  have 
I  created  conflicts  with  news  reporting, 

I  even  here  in  the  United  States,  a  beacon 
of  constitutionally  protected  press 
i  freedom  and  of  open  government. 

!  That  our  tasks  —  never  really  simple 
!  in  a  complicated  world  —  have  become 
immensely  more  difficult  since  Sept.  11 
does  not  excuse  us  from  the  duty  to 
I  perform  them.  II 

j  Boccardi,  president  ofAP,  delivered  an 
I  expanded  version  of  these  remarks  Oct.  30 
\  as  the  15th  annual  Harold  W.  Andersen 
Lecture,  sponsored  by  the  World  Press 
Freedom  Committee  in  association  xerith  the 
I  John  S.  and  James  L.  Knight  Foundation. 
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More  than  ever,  you  are  being  asked 
to  maximize  every  dollar  you  spend. 

So,  if  you  can  only  attend  one  event 
in  2002,  make  it  the  biggest  and 
most  powerful  annual  get-together  of 
interactive  newspaper  professionals. 

Follow  the  signs  to  pioneering  ideas 
and  innovative  strategies  for  2002 
and  beyond.  .  . 


Don't  Miss  Keynotes  By: 


Steve  Rossi,  President,  Newspaper  Division,  Knight  Ridder 
Paul  Saffo,  Director,  Institute  for  the  Future 

Other  Featured  Presenters  Include: 

Bob  Cauthorn,  VP/Digital  Media,  San  Francisco  Chronicle 

Bonnie  Chan,  Communications  Director,  Team  One  Advertising 

David  D.  Hiller,  President,  Tribune  Interactive 

Rich  Jaroslovsky,  Senior  Editor,  The  Wall  Street  Journal 

Scott  Meyer,  Vice  President  &  General  Manager,  NYTimes.com 

Elizabeth  Osder,  Knight  Fellow,  Stanford  University 

Chris  Schroeder,  CEO  &  Publisher,  Washington  Post  Newsweek  Interactive 

To  Register,  Sponsor/Exhibit, 
or  for  more  information, 
visit  WWW. editorandpublisher. com 
or  call  (toll-free)  888.536.8536 
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A  "MUST  AUEND"  FOR  ALL: 

Publishers,  General  Managers, 
Media  Company  Corporate  Planners, 
New  Media  Managers  and  Directors, 
Online  Editors  and  Producers, 
Marketing  and  Promotion  Executives, 
Advertising  Executives, 
Technology  Managers  and 
Web  Specialists 
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TODAY 


Reduce^ manufacturing 
waste  going  to  iandfilts 


TOMORROW 


Reduce  land  going  <frr 
towage 


TOYOTA 


Each  year  Toyota  builds  more  than  one 
million  vehicles  in  North  America.  This 
means  that  we  use  a  lot  of  resources  — 
steel,  aluminum,  and  plastics,  for  instance. 
But  at  Toyota,  large  scale  manufacturing 
doesn't  mean  large  scale  waste. 

In  1992  we  introduced  our  Global  Earth 
Charter  to  promote  environmental 
responsibility  throughout  our  operations. 
And  in  North  America  it  is  already  reaping 
significant  benefits.  We  recycle  376  million 
pounds  of  steel  annually,  and  aggressive 
recycling  programs  keep  18  million  pounds 
of  other  scrap  materials  from  landfills. 

Of  course,  no  one  ever  said  that  looking 
after  the  Earth's  resources  is  easy.  But 
as  we  continue  to  strive  for  greener  ways 
to  do  business,  there's  one  thing  we're 
definitely  not  wasting.  And  that's  time. 

www.toyota.com/tomorrow 
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